1941 


id 











‘coon isibal Ta“ SHOE 


FEBRUARY 22, 1941 fi 


HRECORDER 


SHOE 


WEEKLY 














EVERIT B. TERHUNE. 
Present 


Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
HUGH M. BOWEN 
GORDON SCOTT 


EDITORIAL STAFF 
ARTHUR D. ANDERSON, Editor 
RAYMOND L. FITZGERALD 
Managing Editor 
JOHN J. REILLY 
Art Director and Promotion Manager 
OWEN A. THOMAS, Associate Editor 
140 Federal Street, Boston, Mass. 
HARRY R. TERHUNE, Field Editor 
201 Oceano Drive, Los Angeles, Calif. 
ELEANOR M. RUTLEDGE 
Fashion Editor 
HERBERT B. GOODRIDGE 
Make-Up Editor 
RAYMOND H. GOODRIDGE, News Editor 
JOHN F. W. ANDERSON, Research Editor 


L. W. MOFFETT, Washington Editor 
JAMES G. ELLIS, Associate 
1061 National Press Bldg., Washington, D. C. 


Editorial and Executive Offices 
100 East 42nd Street 
New York, N. Y., U.S.A. 


Publication Office 
Chestnut and 56th Sts..Philadelphia, Pa., U.S.A. 











© 


Owned and Published by 


CHILTON COMPANY 
Incorporated 


Chestnut and 56th Sts.,Philadelphia,Pa.,U.S.A. 
100 Bast 42nd St., New York, N. Y., U.S.A. 


OFFICERS AND DIRECTORS 
Cc. A. MUSSELMAN, President 


Bae 
Voice of the Trade 13 
Triangular Shoe Talk 16 
White Shoes and Summer Specialties 17 
Nothing Takes the Place of White 18 
Informal Shoes for Summer Days 20 
Selected Types for Summer Promotion 22 
Whites Are Highlights in Children’s Shoes 24 
Rubber-Soled Shoes in the Summer Scene 26 
The Editor’s Outlook 28 
Fathers and Sons in Recorder Shoe Family 30 
O.P.I. (Other People’s Ideas) | 32 
Fashion News from a Midwestern Viewpoint 40a 
Practical Pointers on How to Sell 40d 
Shoe News 53 


Copyright 1941 by Chilton Company (incorporated) 





ADVERTISING STAFF 





JOS. S. HILDRETH, Vice-President 
GEORGE H. GRIFFITHS, Vice-President 
EVERIT B. TERHUNE, Vice-President 
J. H. VAN DEVENTER, Vice-President 

Cc. 8S. BAUR, Vice-President 
WILLIAM A. BARBER, Treasurer 
JOHN BLAIR MOFFETT, Secretary 

JULIAN CHASE 
THOMAS L. KANE 
G. C. BUZBY 
P. M. FAHRENDORF 
HARRY V. DUFFY 
CHARLES J. HEALE 











E. B. TERHUNE, JR., 100 East GORDON SCOTT, E. P. LING- 
42nd St., New York, N. Y. Tele- HAM,DONALD R.MacARTHUR, 
phone: Murray Hill 5-8600. 140 Federal St., Boston, Mass. 

Telephone: Liberty 4460. 








B. C. BOWEN, 209 S. State St. H. WALTER SCOTT, Chestnut & 
Chicago, Ill. Telephone: Wabash 56th Sts., Philadelphia, Pa. Tele- 
A phone: Sherwood 1424. 








HUGH M. BOWEN, 1627 Locust HARRY R. TERHUNE, 201 Oceano 
St., St. Louis, Mo. Telephone: Drive, Los Angeles, Calif. Tele- 
Garfield 3347. hone: Arizona 36270. 





Member, Audit Bureau of Circulations, Associated Business 

Papers. Published every Saturday. Yearly Subscription Price: 

United States and Possessions, Mexico and Cuba, $3.00; Canada, 
$3.50. Foreign, $10.00. Single copy 2/ cents. 














[12] BOOT anv SHOE RECORDER, February 22, 1941 





Full-page, two-thirds page, one-half page ads tell 
your customers the Weather-Bird and Diamond Brand 
story of better fit, greater comfort, and longer wear... 
they vividly illustrate the story of ty 







For Increased Sales Volume, Bigger Profits, 
Repeat Sales — See these Nationally-Famous, 
Nationally-Advertised Children’s Shoes 


Write or Wire for a Representative to Call! 






V1.8 Children per Family 
—U. S$. Dept. of Com.,1930 Census 


7 Kelews 


fm WEATHER -BIRD & 


DIAMOND BRAND .~’ 


<SHOCI FOR BOYS AND GIRLS 
PETERS SHOE COMPANY . BRANCH INTERNATIONAL SHOE CO. ° SAINT LOUIS 























BOOT AND SHOE RECORDER ‘a 


\YOUC 


© 


THE first of the Spring rains—not 
the soft, gentle drizzle but the sharp 
staccato of wind-driven water. Look- 
ing out the fifth floor window of 
the Pershing Square Building, at 
the corner of 42nd Street & Park 
Avenue, we can see the crowds en- 
tering and leaving Grand Central 
Station. 











There is something balloon-like 
in these gossamer rain capes that 
they are wearing—just a film of 
translucent material that is made 
into the shape of a cover-all, zipper 
fashion. Even the umbrellas are of 
the same transparent stuff. But 
what about the shoes—rain shoes? 
Are they too to be lighter in weight 
and substance for Spring and Sum- 
mer wear? Men: are stubborn 
blokes—only one pair of rubbers to 
a dozen. Maybe the antique finish 
is a weatherproofer in itself. Clouds 
hang low. 

When you come to our office, look 







out the window and see the squat 
little building that houses the Air- 
line Terminal. It is almost unbe- 
livable the speed with which it has 
filled up with offices, human beings, 
etc. There may be speed in trans- 
portation but there is lead in the 
feet of the clerks (and they are only 
a month in the new location). 
Maybe that’s what happens to city 
workers who hop from shelf to shelf. 
They work in a room ten feet square 
and then go home to a so-called 
apartment the same size, including 
kitchen facilities, sitting room, Mur- 
phy bed and what the sailors call 
a “corned-beef cooker.” 


WELL-WE DONT NEED sO 


mone (Fj 
To Ful 
~“f 


Well, if this is a civilization of 
cities, maybe the compactness of 
dress is in the same category as the 
compactness of city life. A typical 
closet holds a few zephyr-weight 
dresses, a few shoes, etc. Gone are 
the storage places, the attics and 
the commodious cabinets wherein 
reservoirs of clothing and footwear 
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could be stored. Maybe that’s the 
reason for these big handbags. You 
can put everything in them—even 
featherweight rainwear—coat and 
foot coverings as well. 

The compactness of life may de- 
velop a trend for compactness of 
footwear. At least that’s the obser- 
vation of the moment, as we look 
out the window and see the rain. 








E, G. OSBORNE of Osborne- 
Heckniger Shoe Store, Huntington 
Park, Calif., says: 

“The white Summer shoe selling 
season is entirely too short in 
Southern California, a condition 
which is brought about by certain 
stores and not by the weather. Some 
stores, especially those in the Los 
Angeles area, have a dictated policy 
of shutting off the sale of Summer 
shoes at regular prices before the 
first of July. With us here in this 


section of the country, the Summer 
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season just starts then and it con- 
tinues warm here until mid-Decem- 
ber. I believe we could profitably 
promote summery types of shoes for 
men, women and children from 
after-Easter to Thanksiving time 
with profit to ourselves. Of course, 
there would be times when it would 
be necessary to close out short-sell- 
ing lines at a price, but there should 
not be any store-wide sales of Sum- 
mer shoes for weeks and even 
months at a time. White shoes and 
casual kinds are worn in our town 
the year around. People are willing 
to pay a fair price for what they 
like to wear, so why try to throw 
this merchandise at them at sale 
prices, and then not have any sizes 
or new patterns to show them when 
they are in the mood to buy. 

“If the shoe merchants would co- 
operate in coming out the first of 
July with a fresh stock of new 
Summer shoes at regular prices, | 
am sure more satisfied customers 
will result than by dumping sales 
for them for a couple of months. 


Shoe store net profits would be bet- 
ter to look at, too. We, in Southern 
California, should merchandise our 
shoes according to our own weather 
conditions, even if it is entirely apart 
from what the rest of the country 
finds is proper for them. Here we 
have a semi-tropical climate and 
should have merchandise which fits 
into that climatic condition. And 
this from one who has been in the 
retail shoe business in these parts 
for some forty years.” 

. . * 


MIEXICAN manufacturers of hua- 
raches during recent years have 
built up a steadily expanding export 
trade with the United States. Ac- 
cording to information supplied the 
Commerce Department by the 
American Commercial Attache in 
Mexico City, the success built up 
by Mexican producers is entirely 
dependent on the American market 
which in 1940 took approximately 
60,000 pairs of huaraches. Califor- 
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nia took more Mexican sandals than 
any other state, the report said. 


MMARY THACKER of Joyce, Inc.. 
Los Angeles, Calif., says: 

“To begin with, we believe that 
an active foot . . . and there will be 
many more of these in the new 
scheme of things . . . needs a struc- 
turally correct shoe in which to 
play happily. In the past few years, 


GEAUTIFUL, HAPPY FEET 


. 





the most important _ structural 
change was the introduction of the 
platform and the wedge. These give 
hitherto undreamed-of comfort to 
the foot, plus the clinically proper 
approach to foot health that has 
been enthusiastically recommended 
by orthopedic specialists. Added to 
this, these constructions are unde- 
niably chic (or perhaps it is be- 
cause of this) and we feel that they 
will become classic. 

“As for design, we consider that 
it is quite naturally influenced by 
these changes in construction. The 
natural foot has emerged as a thing 
of beauty, to be enhanced by 
smooth, unbroken fitting lines 
rather than confused by super- 
imposed ornament. Witness the 
ever-increasing use of gored inserts, 
elasticized materials, zippers, etc., 
to give maximum adjustment with- 
out the traditional (and unneces- 
sary) buckles, laces and buttons. 
This trend will continue—shoes will 
become ever simpler; consequently 
they will be more functional and 
more attractive.” 


CHARLES L. THOMPSON, who 
holds forth in the Johnson, Stephens 
& Shinkle sample room (sitting on 
the selling side of the table in those 
smart offices in the Marbridge 
Building), is naturally retail mind- 
ed. The reason is plain to see be- 
cause he was shoe buyer in Oppen- 
heim-Collins, just a door away and 
on the same side of the street. He 
was there for years and years. Ever 


a friendly man to the customer and 
to the trade. 

We dropped in and asked him 
what's the outlook. He replied: “We 
are heading into the biggest Sum- 
mer in a decade. It’s in the mak- 
ing and whites will play a part, 
as they always have. It is inherent 
in the women of this country to 
want something that’s white or 
white with its trim. It’s just like a 
change in the annual diet—refresh- 
ing, interesting and wantable when 
the weather gets warm. Yes, indeed, 
there will be a white season. There 
always has been and as far as I can 


see, there always will be.” 
. 7. © 


Mi. SCHABLEIN of Schablein’s 
Shoe Store in New London, Conn., 
says: 

“I believe the day of the owner- 
operated store will never be ended. 
It is an American institution deep 
in the spirit of our people—to have 
and to own land, or a store or a 
home.” 


1S YEARS ?— wHy 
YOUR ONLY_A Kip / 


S6#PRIVATE Resident Ownership 
Management is a vital reason for 
the success and growth of this or- 
ganization,” is the top phrase we 
find on a piece of literature distrib- 
uted by W. D. Byron & Sons, Inc., 
of Williamsport, Md.—makers of 
oak bark tanned leather. And to 
prove that business is a steady, or- 
derly, long-living institution, look 
at this for a length of service list: 
Henry V. Conant, Director — 43 
years; Orville L. Beachley, vice- 
president — 4] years; J. Addison 
Garrett—35 years; James D. Moore 
—32 years; William D. Byron, 
vice-president—28 years; A. Ross 
Hostetter, vice-president—27 years; 
Willis L. Altenderfer, director—27 
years; Joseph W. Byron, president 
—22 years; James E. Young, super- 
intendent—15 years; J. L. Lemen— 
41 years.” 
* o 7 

G ERALD GROSNER of Washing- 
ton, D. C., chairman of the style 
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committee of the National Associ- 
ation of Retail Clothiers and Fur- 
nishers, stated at the organization’s 
recent convention in Chicago: 

“We now see styles start in the 
West, in Hollywood and Palm 
Springs and work their way East; 
or start in the South, in Florida, 
and work their way North and 
West; or start in certain leading uni- 
versities and work their way 


nE_ CENTERS ALL OVER “THE MAP Mf 





{ 


throughout the entire country. In 
other words, our country is so big 
and our climatic and other condi- 
tions so varied and so extremely 
different that men’s styles have be- 
come much more volatile than they 
used to be. This is particularly so 
since the public has taken such a 
great interest in sports and leisure 
wear. It is important to remember 
that certain sections of the country 
specialize in certain styles because 
of climatic peculiarities.” 


MIARGUERITE LOOS, State Su- 
pervisor on Distributive Education, 
Columbus, Ohio, says: 

“Merchants realize that profitable 
and normal operation during the 





year 194] cannot be made unless 
careful operation, management and 
sales are maintained. There will be 
a greater labor turnover — people 
will leave present employment to ac- 
cept positions with National De- 
fense. Trained salespeople are 
essential—they help to reduce over- 
head. Lack of understanding of 
policies and poor salesmanship has 
cost stores a fortune. 
“Retailers face a great responsi- 
bility. In times of national emer- 
‘gency, they preserve the morale of 
the civilian population and their em- 


ployees by continuing to provide 
the necessary commodities. 
“Selling is a major problem of 
management. Most retail employees 
in small stores are attracted to the 
work because they were untrained 
for other vocations. They thought 
this was one where specialized 
training was unnecessary. As a re- 
sult they soon take the business, the 
customers and their jobs for grant- 
ed. The store is conducted as one 
big happy family—many times the 
enthusiasm of selling has been lost. 
Small stores through conferences 
and training programs have found 
that their problems do not differ 
from other stores and they profit by 


the instruction.” 
7 - * 


NO more bargain sales in Switzer- 
land! A communique from the war 
office for industry and labor in 
Berne, Switzerland, indicates that 
the proper distribution of reserve 
supplies must be considered by all 
merchants. A decree was issued 
forbidding ‘bargain sales of any 
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merchandise, without special per- 
mission. Thus the freedoms of re- 
tailing are put into straitjackets— 
even in free Switzerland. It is just 
as necessary for things that have 
passed their popularity to move, by 
way of clearance, as it is for a 
housekeeper to clean her home. It’s 
a process of cleansing a stock by 
giving the public the newest and the 
freshest and the best. 


BD. D. WALKER of the J. J. Grover 
Shoe Company, Braintree, Mass., 
sends us a jingle — boosting the 
Boot anp SHoe Recorper. Here 
it is: 
“Please pardon us, Sir, for we don’t mean 
to boast, 
But our book is read weekly from Maine 
to the coast 
By the shoeman who wants all the new- 
est in news 
About products and people and selling 
and shoes. 
So to keep well informed, why not send 
us your order; 
Then each week you'll get this un- 
equalled Recorper!” 














| 


| 





[QUARTERMASTER| 
| 
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“Haven't you something with a thinner sole? | don't intend to do much walking.” 
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TRIANGULAR SHOE TALK 


Above: Harry Terhune, Boor 
AND SHoe Recorper Field Edi- 
tor on the West Coast, gets 
the Story on Spring and Sum- 
mer from Miss Kate Goldstein 
and Wendell McCracken. 


Reconpen’s Field Editor Asks the Questions About What's 
New in Shoes: Well-known Stylist and Prominent Los Angeles 


Buyer Supply the Answers 


THE eternal shoe problem of what's selling and why is under discussion—again. 
Harry R. Terhune, Recorver Field Editor, asks the questions in this interview. 
Wendell O. McCracken, of Wetherby Kayser, and Kate Arlene Goldstein, stylist, 
give their views. 

Mr. TeRHUNE: What’s the big news in shoes? 

Mr. McCracken: Brown in a big way, from a style angle. We're getting an 
unprecedented early demand for brown shoes in dressy types and tan ones in 
more sportsy types. Brown is getting interest and more sales than in five years, 
although this color hasn’t seen an active Spring for the past ten years. The early 
beige to brown clothes sold during Market Week warrant this brown faith, 
don’t they? 

Kate ARLENE GOLDSTEIN: And how! It’s not alone how much beige to brown 
clothes have sold, but to whom they’ve been sold. I peeked at the Market Week 
registration sheets. Most of the important stores throughout the country were 
represented as well as our neghboring countries. All lines of beach wear, casual 
and daytime clothes, suits, coats and evening wear report nude through beige 
through tan tones getting a big play. This means brown shoes, and with no 
brown carry-overs on the shelves, fresh brown stocks are a “must.” There is 
always a but, you know, and I must stress the fact that brown has been such a 
white elephant that shoe salesmen must be given a pep talk and shown by means - 
of garments or fabric swatches how great a [TURN TO PAGE 41, PLEASE] 
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Takes the Place 
WHITE... 


EBIGGEST news in white shoes this year is the low-heeled 
casual type . . . closed-up for additional practical comfort 


| 


on country sand and dirt and gravel. The casual shoe, so 
popular this past Fall and Winter, was bound to carry over 
into Spring and Summer in general daytime styles in many 
of the same supple sturdy leathers and constructions that 
make this shoe as light and soft as a glove on the foot. 
Included in many lines are dressier shoes built on the same 
broad comfortable lasts on the same low heels. We high- 


light these low-heeled casual and dressier shoes in the accom- .4 oxford: 
panying photographs. They are both part of the same trend "er Loh end a ailor- 
: : tom: - a 
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Shoes tor Summer Days... 


LAST Spring and Summer the idea of dramatizing 
play shoes began to catch on in a big way. If you 
were a little wary of over-playing these, perhaps, dan- 
gerously attractive informal shoes, don’t make that 
mistake again this year. Give them an attractive corner 


Below: Left to right: Very smart U-throat exford 
in two tones of blue fabric with white binding, 
laces and “welt” trim. (Note rubber sole.) Sun 
Kix from Endicott-Johnson. Good for lounging or 
active sport, this rubber-soled, smart white leather 
blucher oxford with contrasting navy lacing and 
binding. Dundeer Department of International. 
Gay multicolor striped fabric upper and thick, 
non-skid rope soles make a practical, attractive 


sandal type for beach and boat. Rope-Soles. 





in your department. Surround them with a setting that 
shows just the kind of occasions they are suited to .. . 


play, dress and slacks occasions. Put them in their 


proper place and you'll keep them in their proper 
place. That seems to be the advice of the merchants 
who tried this method last year. 


[TURN TO PAGE 51, PLEASE] 


At the Bottom of the Page: Left to right: Distinctive 
novelty heel makes style news in this many-purpose ox- 
ford in saddle color combined with blue. PlayCays 
from Swan. Hottest and newest of cowboy ideas is this 
tricky sandal in supple saddle leather with big silver 
studs. The Gaucho from J. Mackey. Unusual interpreta- 
tion of the one-eyelet oxford, ideal for many Summer 
occasions. Summer versions will be in an interesting 
new fabric. Comfy DeeGee model from Daniel Green. 
































Selected Types 


lor Summer Promotion 





Left, left to right: Brown and 
white perforated Norwegian 
pattern, E. T. Wright; lug- 
gage tan combined with 
white pigskin in moccasin 
tip runaround with abbrevi 
ated saddle, House of Crosby 
Square; white buck wing tip 
brogue oxford by Heywood. 


Right, lower left, clockwise: 
Flexible, walled last, two-eye- 
let moccasin blucher, Flors- 
heim; antiqued, huarache- 
woven shoe with flexible sole. 
Field & Flint; strap blucher 
with huarache-woven fore- 
part, Friedman-Shelby; per- 
forated two-tone combination 
in Norwegian tip adaptation. 





Below, left, left to right: 
Norwegian tip combination 
in tan and white, Nunn-Bush: 
tan and white custom wing 
tip pattern, M. A. Packard: 
custom brown and whit 
blucher brogue, Florsheim 
Bottom shoe: brown and 


white blucher, E. E. Taylor. 


Right, lefthand photo, left to 
right: Norwegian tan and 
white perforated combina- 
tion, Conrad; straight tip tan 
and white perforated combi- 
nation, Endicott-Johnson: 
mesh and tan calf wing tip 
combination by Freeman 


Right, righthand photo, left 
clockwise: Wedge sole, tie- 
around casual blucher, Jar 
man; pebble grain, moccasin 
tie-around, Walkover; tan 
and white slipon with neu 
fitting feature in backstay 
Curtis; wedge rubber sol 
novelty blucher in light tan 
pebble grain, W. L. Douglas 
ventilated, wedge rubber sol: 
Roblee pattern, Brown Shoe. 
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THE most important stimulus to the men’s 


Summer shoe business has undoubtedly been 
the increasing popularity of the casual and 
more informal warm-weather costume. Reach- 
ing out from the southern and Pacific Coast 
resorts, its style influence, combined with the 
use of new materials and colors, has gradu- 
ally made itself felt in men’s footwear, reach- 
ing a point last season where these shoes were 
an important part of the Summer picture, 
meeting the demand for footwear to supple- 
ment this new trend. 

There is every indication that the casual 
shoe will reach a new high this coming season, 
with the day of formality in men’s Summer 
attire definitely past. And this is not only true 
in leisure attire for the odd-jacket combina- 
tion has made its appearance in town as well, 
even in the staid East, generally the last spot 
to take to a radical change from custom. 

Insofar as white shoes are concerned, these 
are the basic Summer business with the casual 
shoes definitely “plus” sales. However, even 
here the infiltration of the casual idea has 
made itself felt through less formal styling. 

The most important shoe in the Summer 
picture is undoubtedly the Norwegian tip, 
shown here in several of its manv variations. 
The favorite shoe of the Duke of Windsor, 
this style has been outstanding in resort busi- 
ness this season in the brown and white com- 
bination, gaining impetus from the casual 
idea. 

Ventilated and mesh patterns, showing a 
real grading up in styling and following the 
trend to more comfortable Summer shoes, 
will also be important this season. Their 
acceptance in the southern resorts has been 
very good in practically every type and pat- 
tern. [TURN TO PAGE 39, PLEASE] 


Casual Influence Strongly Reflected 
in Warm-Weather Footwear. Trend 
to More Comfortable and Wearable 


Shoes Seen at Southern Resorts. 














WHITES 


Are Highligh 


In Children’s Shoes 


WHITE in combination with other colors 
is an important influence, especially in a 
season like this when the informal look is 
all-important. Here are three shoes, right, 
which are at once informal and attractive. 
Clockwise, starting lower left: Brown and 
white spectator oxford with pinked tip, fox- 
ing and lace stay, an important tailored 
shoe—Virginia. Perforated apron-front model 
in brown and white, with Indian head and 
fringe on the apron, and with crepe rubber 
sole—Herbst. Regulation scout moccasin ox- 
ford with interesting Raw Cord sole, a sport 
type that will see hard wear—Brown Shoe. 


ALL-WHITE. ig“an important feature of 
children’s Suntwher shoes, both in sport 
and casual types, and in dressier shoes. 
Its adaptability to varied costumes makes 
it particularly good. Above—four basic 
types in all-white which will make good 
selling for your children’s department. 
Clockwise; starting lower left: Unlined elk 
ghillie with «white lizard lace stay and 
back stay—Kali-sten-iks from Gilbert. Un- 
lined _ loafer-type. in all-white crushed 
leather—Stride -Rite from Green. Sueded 
leather in. an interesting adaptation of a 
man’s turf boot, with soft toe, red lace and 
red rubber sole-W.2k, Kreider. One-strap 
in suede leather with-ofittiy toe and perfora- 


tions—Poilyanna from A®S. Kreider Co. 
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TURAL BRIDGE 
BRINGS 


eee 10 Your Summer 


APRIL 13th..enter the White Shoe selling season, 
longest and most profitable part of your whole 
year’s operation. Natural Bridge, with its keener 
styling and galaxy of smart patterns is the “White 
Magic” which will make your Spring and Summer 
Season complete. The striking loveliness of 
Natural Bridge Shoes, developed in the beautiful 
white leathers and materials in combination with 
their proven health and comfort features, make 
them America’s stand-out favorites in the White 
Parade. Order your Whites today. See your new 
Natural Bridge catalog for a complete showing. 


‘ian? 
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4182 Nassau Elasticized White Buck 
Kid Spectator Sports Pump. Tiny perfs 
on Vamp, Turftan Calf Trim. Littleway 
Lockstitch Process. 217 Last, 17-8 Spectro 
Heel; AAAA 6-10, AAA 5'/2-10, AA 5-10, 
A 42-10, B 4-10, C 3¥2-10—$3.00. 


THE EASY WAY 
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, AA 5-10, A 4¥/2- 10, 
Quid, C, D, E, EE, EEE 3¥2-10-$3.00 
4035—Same style, sizes and price in Black 
Kid with leather heel, rubber top lift. 


lelitral LS pidge ocmubors 


LYNCHBURG Division of Craddock-Terry Shoe Corporation VIRGINIA 





Clockwise, beginning lower left: 
Smart plain toe blucher for men 
in dark green hopsacking with 
ribbed cork and rubber sole, 
from Mishawaka Rubber & 
Woolen Mfg. Co. Beige hop- 
sacking slipon trimmed with 
rust sueded fabric. A Jay Vee 
from Goodrich Footwear. Men’s 
moccasin type two-eyelet 
blucher in attractive sea blue 
fabric. A Jay Vee from Hood 
Rubber Co. All beige saddle 
oxford with saddle in contrast- 
ing weave on very thick, light 
weight sole. A Kedsman from 
the United States Rubber Co. 
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THE growing popularity of play, casual and spectator 
types, still leaves an important slice of the Spring and 
Summer market for rubber-soled recreation shoes. In 
men’s styles they are increasingly important for wear 
with slack costumes. Style - minded rubber manufac- 
turers are matching up their shoe colors to the leading 
slack colors. Comfort, as well as style, is being strongly 
stressed, too. Fabric uppers are in cool open weaves. 
Rubber soles are thick and cushion-y but light in weight. 
Cork combined with the rubber is a popular way of 
achieving this result. Plain toe blucher oxfords, saddle 
oxfords, moccasin effects on oxfords and on Norwegian 
types . . . are all smart ideas in the current styles for 
men. 
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The accompanying photograph illustrates these styles, 
as well as the variety of soles in use by leading style 
manufacturers. There is the ribbed sole in combination 
cork and rubber with welt effect; the fabric covered 

[TURN TO PAGE 44, PLEASE | 


Photograph in upper right-hand 
corner of this page shows at- 
tractive two-tone beach bag with 
outside pocket, the decorative 
flap carrying out the popular 
stripe theme of many beach 
shoes. Smart beach shoe in 
yellow fabric trimmed in tan. 
Bag and Sportimer shoe from 
1. B. Kleinert Rubber Co. White 
ribbed material with blue stripe. 
Simulated cobble stitched sole. 
By Cambridge Rubber Co. 


Photo directly above shows, left to 
right: Attractive beige and tan locker 
sandal, for shower and beach wear. 
Growing girl’s Indian type Moccasin 
oxford in white with golden Havana 
trim. Growing girl’s 4-eyelet moccasin 
type Summerette oxford with double 
kiltie tongue and brass eyelets in tan 
suede finish fabric. All three styles 
are Ball-Bands featured by Mishawaka 
Rubber & Woolen Mfg. Co. 


Clockwise, in photo at left, beginning 
at upper left: Beige and tan combi- 
nation in smart wedge oxford with 
very attractive two-tone “rope” trim- 
ming. A Suntogs Play Shoe from 
Goodrich Footwear. Blue and white 
bandage type sandal with extra thick, 
extra light, sole and broad elasticized 
strap. Smart white model with blue 
and white “candy stripe” trimming 
and sole and heel. Two Kedettes from 
UnitedeStates Rubber Co. Very popu- 
lar type high-riding slipon with side 
gore. Goring and wedge heel and 
sole in darker contrasting blue. A 
Sportslax Play Shoe from Hood. 
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OUTLOOK 


Little Man —What Now!!! 


THERE'S a surge of buying power rising the length 
and breadth of this country. It may not as yet have 
made itself manifest over the threshold of your store 
but there is no question but what you are in a willing 
and receptive attitude. It will come from the moneys 
flowing into the hands of men and women who work 
with their hands. This consuming power is rising and 
it is up to you in your store, and no one else, to get 
your share of it. 

Once and for all, let’s get this thing straight. A retail 
shoe store has wide open arms to the public fifty-two 
weeks in the year. Think of the public as a constant 
parade, walking into stores every spendable day of the 
year. Think of this particularly today and tomorrow, 
when you are on the very threshold of your Spring 
campaign for customers. You are not addressing an 
audience for a day, hoping that the memory of it will 
last for a season. You are not putting into one big room 
all of the possible customers in your town and reading 
them the message of your one-shot advertising—large 
though it may be. So why do you advertise and window 
display on a one-time promotional plan that gets the 
peak of your enthusiasm, the best of your brains and 
the most of your money when, by the natural law of 
consumer buying, customers come in every day in the 
year in a continuing parade that leads to prestige and 
profit. 

If we use the term “little man” consider it affectionate 
regard for small business. Aren’t we all? 

This is the year for looking at your business as an 
orderly, continuing thing, creating interest and desire, 
attention and action. For the same money and effort 
that you put into a big-shot promotion (one-time fire- 
works which may “dud”), you could perhaps spread 
out your moneys, your efforts and your energies to 
cover an entire season with week by week change in 
windows, in advertising and in presentation. 

The same goes double for the shoe manufacturer who 
may shoot a fortune, hoping to dynamite the public 
into buying his shoes the day or week after the bomb 
explodes. Or perhaps he thinks that the memory lingers 
on. We have a feeling that he could go further and 
better with a regular, or penny postcard campaign, 
three hundred store days in a year, than what could 
be done by the blasting process. 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Every manufacturer would like to have a continuing 
flow of business to keep his plant going a full fifty 
weeks in the year. We, in the Boot anD SHOE RECORDER, 
know that we have fifty-two weeks of service to look 
forward to-—each designed to “Get Attention, Arouse 
Interest, Create Desire, Inspire Action” in the shoe 
stores of this country, to get more shoes sold—better, 
for that is our logical, orderly function in the scheme 
of things. 

Timing is important, not only by the week but by 
the hour itself. What can merchants do to bring more 
customers into stores in the morning hours, when better 
service can be given at the fitting stool? This is a very 
important point to consider for under the Wage and 
Hour Bill clerk hours are limited and the pressure of 
afternoon selling is not always conducive to good fit- 
ting. Maybe the store should post a notice to the effect 
that customers can cooperate in times like these and 
to their own advantage by so doing. For example, the 
card might read: 


“As a further step to improve working conditions and 
shorten store hours, the Company wishes all salesmen to 
leave the store as promptly as possible after closing time. 


“Your cooperation in shopping in the morning hours can 
help to accomplish this purpose and will be deeply appre- 
ciated.” 


Well, it is up to you—the customer is now willing to 
give you every friendly assistance, providing you serve 
well in selection and in service. You can’t get away 
with the old tricks of substituting something that you 
know is a trifle stale—for something that the public 
thinks is desirable. You can’t misfit them as you used 
to do when sizes were few—because they don’t come 
back any more. 

But enough of that. The next ten weeks are the most 
important weeks in your business life. You can get the 
ball rolling and the customers coming into your store, 
providing you put something on the ball. You can get 
that parade of customers walking your way if you will 
give them all you’ve got and more. They want what 
they want and you’re there to give it to them. Go to it— 


every day in every way. 
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IN WHITE LEATHERS 
I- AMBUCK 


TRADE MARK REG. 


The Perfect White Suede 


TRADE MARK REG. 


Pure White—Hand Boarded—Cleans Easily 


3— WHE GLAZED AID 


Original—Beautiful and Truly White 


AMBUCK: Its soft, deep, rich nap, its luxury feel, com- 
bine to bring out that distinguished character you want 
to achieve in your dress, spectator and casual models. 
It is perfect with lastex. 


WHERE THEY FIT 
IN THE SNOWITE AMAZON: Has the beautiful grain surface 
that only a preshrunken, hand boarded leather can give, 
SEASON’S PICTURE and it has it to the highest degree. For your casuals it 
lends the suggestion of freedom and ease. For your spec- 
tators, the snap and brilliance you strive for. Can be used 
with or without lastex. 
(And Amazon in colors and black is equally 
suitable where colors are called for) 


WHITE GLAZED KID: Your draped models, your formal 
pumps, in fact every pattern in white shoes will be the 
better for this truly white, beautiful stock, as standard 
in quality as sterling is in silver. 





AMALGAMATED LEATHER COMPANIES, Inc. 
WILMINGTON, DELAWARE 
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Harry E. Fontius, Jr., left, 

joined the firm in 1936, 

just 32 years after Hanny 

E. Fontrus, right, his 

father, entered the busi- 
ness in 1904, 


@UT in Denver, Colo., is a well-known family shoe 
store—Fontius Shoe Company—which up to very re- 
cently boasted three generations in its personnel. The 
store was started in 1893 by J. J. Fontius who died not 
long ago. From the day of its inception this organiza- 
tion has been dominated by a conscience that permitted 
no unfair dealing; a pride in integrity that took a loss 
rather than an unfair gain; that made good its adver- 
tised word. 

In 1904, Harry E. Fontius, son of the founder, en- 
tered the firm, carrying on the principles of keeping 
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faith in the business. In 1936 his son, Harry E. Fontius, 
Jr., joined the firm on his graduation from college. And 
now, a fourth member of the family is rapidly growing 
up to carry on the Fontius tradition. 


THE Fontius Shoe Company has subscribed to Boot 
AND SHOE RECORDER its entire business life, and, accord- 
ing to Harry Fontius, Sr., “has come to rely on its good 
merchandising information in buying, selling and ad- 
vertising. Each issue is eagerly anticipated, and we 
have never been disappointed.” 
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Three Beautiful Steps 


The Ansonia Shoe Store, 677 Fifth 
Avenue, New York City, has literally 
brought a shoe window display right 
into the interior of the store. Located 
to the right, just inside the entrance, 
the display is backed up against a 
dark paneled wall. 

The display is about six feet across 
and consists of three circular steps 
buiit up from the floor to a height of 
about three feet. Evening shoes and 
accessories are beautifully displayed 
on its gray cloth covered surface and 
attractive fixture display stands. A 
few pair of evening slippers are even 
arranged on the rug before the dis- 
play within easy reach of the customer 
who wants to handle the shoes. The 
display is illuminated by a soft spot 
light from overhead—an asset to 
warmth. and harmony but hardly 
necessary to help catch the eye. 

* * * 


Polishing Shoes RIGHT! 


The purpose of a shoe store is to 
sell shoes RIGHT. Shoes that fit 
RIGHT—shoes that are styled RIGHT. 
It is the specialized field in which 
the shoe retailer excels. 

But we often wonder if the shoe 
store sells polishes properly. It is 
true, that the shoe retailer often 
makes an extra sale of the proper 
polish to use with a particular leather 
o1 color, but how often does he tell 
the customer how to apply the polish 
for best results—the proper cloth to 
use, the amount of polish to use, how 
to shine, liquid polishes and creams 
to use, etc. As far as we can see, 
there are two reasons why men don’t 
polish their own shoes: 1. They don’t 
want to take the time, 2. They don’t 
know how to do it properly. The 
shoe retailer can eliminate the second 
reason and sell more polishes. 


A Smart Merchandising Idea 


The Bullock Store in Los Angeles, 
has a dinner-meeting once a month 
for all the department managers. 
Flowers are usually the rule for all 
who attend. 

However, at one of the recent meet- 
ings, Fred Morgan, Jr., manager of 
the Men’s Store shoe department, saw 
to it that the ladies received their 
usual floral adornment, but all the 
men received a four-inch long cut out 
leather figure of a Western horse 
which was attached to their lapels by 
a knotted leather thong inserted 
through their button hole. Each horse 


ROUND-UP 
RUFFIES 


for 
DUDES 
—ler the Shrine Rodeo 


Ahead by three feet—Mi-am-i! 


by JOHN F. W. ANDERSON 


was stamped with “Bullock’s Store 
for Men—Casuals” in gold. 

These cut-outs received so much 
comment that Mr. Morgan decided 
to place one in the button hole of 
every salesman in his department. 
And casual shoes sold in the store 
now have a leather horse attached to 
them—much to the delight of all the 
younger customers who proudly wear 


the figures on their coats. 
* * * 


“Fashion Forecasts” 


We realize that we may be treading 
on the fashion department’s territory, 
but we couldn’t resist reprinting these 
promotional themes for Spring and 
Summer from “Infants’ and Children’s 
Wear Review.” 

“PATRIOTIC INFLUENCE ... 
Red-White-Blue Color Combinations.” 

“NAUTICAL INFLUENCE . 
Much navy as a base color. 
navy and white combinations.” 

“OFFICER INFLUENCE.” 

“AVIATION INFLUENCE.” 

“AMERICAN INDIAN. Important 
in both colors and motifs. Will grow 
as Summer brings more opportunity 
for sportswear. Watch also the dude 
ranch trend.” 

“SOUTH AMERICAN. Gorgeous 
Tropical colors . . . Watch this influ- 
ence especially for Summer fashions 
and sportswear.” 

* * * 


Sale Starters 


Better minds than ours have 
thought up most of the following ad 
phrases, so they should be especially 
useful to retailers in Spring advertis- 
ing, window and store promotion: 

“Right in Step with the Spring 
Trend!” 

“Patent Goes to Town!” 

“For the Career Girl of Today” 

“Three Fashion Importants” 


Also 
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BEST IDEA OF THE WEEK 
FIVE PER CENT INCREASE IN SALES 
(Sutton’s Slipper Shop, Modesto, California} 


O. P. Ideator—“We've talked so much in these 
columns about the glories of the penny postcard—its 
big return and low cost—that we hardly dare mention 
the promotion again unless we can mention some 
startling new ideas.” 

Proprietor Clyde E. Sutton—“We have recently 
tried the idea of contacting our regular and prospec- 
tive customers once a month via the post card route 
and I think that it is worth mentioning that our busi- 
ness has shown an increase of about five per cent over 
a year ago and I think it is solely due to these post 
cards.” 

O. P. Ideator—“Now, we have something interesting 
to contribute.” 

Mr. Sutton—“At first I was stumped as to what to 
say on the card. I thought I should have something 
special to offer to expect good results. But after 
thinking it over, I decided to feature some style shoe 
each month out of our regular stock. If I had some- 
thing new, all right. Otherwise just a good seller. 

“The important point was to keep my name before 
the public—to make my name synonymous with wo- 
men’s shoes. I did not cut prices or offer any special 
inducement. I reserved that for sales. Rather, I 
wanted to increase regular sales. 

“I was a novice in this form of advertising to start, 
but I was aided by the fact that my manufacturer sup- 
plied me with mats of the various shoes I bought. Cuts 
were made and printed on the postcards with a two 
or three line descriptive message together with the 
price in bold letters.” 

O. P. Ideator—“What does this cost you a month?” 


Mr. Sutton—“We send out about 4000 a month on 
Government postcards which cost about $40. The 
printing cost averages $10. This is our total expense 


outside of my free labor in addressing and mailing the 
cards which I do in my spare time.” 


O. P. Ideator—“How can you check on sales made 
through these postcards?” 


Mr. Sutton—“We have a very definite check on 
returns. One customer will ask for the shoe featured 
on this month’s card, another will bring a card and 
ask for this or that style, another will ask for a certain 
style shoe that is not shown in the window at the time, 
another will ask for a shoe featured several months 
ago, and so on. 

“The cards have been instrumental in bringing back 
old customers who have drifted away to lower price 
stores. They saw an attractive style on one of these 
cards and come in to buy a pair because they can’t 
buy them elsewhere. New customers come in because 
they haven’t seen the style in other stores. We get new 
prospects from city directories, phone books and from 
customers. who mention friends and new neighbors, 
etc.” 


O. P. Ideator—“Do you tie this in with your news- 
paper ads?” 


Mr. Sutton—“We have found this more effective 
than newspaper advertising. Many people don’t read 
newspaper ads unless they are looking for bargains. 
When they receive a card in the mail, they at least 
have to glance at it before they throw it away. If it is 
attractive the message may stick. And if the waste 
basket isn’t handy they have to look at it again before 
it goes out of the house.” 


O. P. Ideator—“All of which proves that the lowly 
postcard, if used effectively, will sell shoes at a low 
cost and that five per cent may mean the difference 
between a profit and a loss at the end of the year.” 











“Blossom out this Spring in Shoes 
of Color!” 

“Low heel casuals with a youthful 
flavor” 

“For Spectators and Spring!” 

“Important Steps to Spring Chic” 

“A Style that Will Match all Basic 
Spring Costumes” 

“Peepin’ Toes!” 

“Spring at your Feet” 

“Toe-ing the Mark for Spring” 

“The Toes have It” 

“Have Your Pace Lifted” 

“Stepping Stones to Spring Casual- 


“A Dash of Color to Your Costume” 

“Fun for Your Feet” 

“Pumps are Trumps” 

“Thrilled to Her Toes” 

“A Style to Give You Lovely Feet” 

“Fut Your Feet Funward!” 

“Foot Loose and Fancy Free” 

“Lovely to Look at—Glorious to 
Wear” 

“Shoes that Flatter Your Feet!” 


Progress!! 


La Mode, Dallas, Texas, retailers, 
recently ran a 14% by 6 inch news- 
paper ad proclaiming the fitting quali- 
ties of their new Nylon hose. “When 
you come to La Mode’s for your first 
pair we'll quiz you on measurements, 


fill out a card with your name, date 
and size, and you'll be fitted for 
keeps.” Not a bad idea! Once fitted, 
customers will find it easier to shop 
at La Mode than to scout around for 
possible bargains. Here is a sample of 
the hosiery fitting card used by La 
Mode: 








FIT INDICATOR FOR NYLON HOSIERY 
APPROXIMATE WEIGHT 


APPROXIMATE HEIGHT 
SHOE SIZE AND WIDTH 


HOSE LENGTH DESIRED: SHORT. AVERAGE. EXTRA LONG 
MEDIUM 
CHECK ANY FIT TROUBLE: LOOSE AT ANKLE LOOSE AT KNEE 
FOOT TOO LARGE 


LEG TYPE: SLENDER 


SEAMS TWISTED. . 
SPECIAL FOOT PROBLEM: 


HOSIERY PATTERN RECOMMENDED: 


STOCKING SIZE 


FULL 


FOOT TOO SMALL 
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MEN WANTED 
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EXCLUSIVE 
HEALTH SPOT SHOE SHOPS 


This opportunity may be so 
nearly what you have wished 
for, you will probably say, “It’s 
too good to be true.” 


If you qualify, you will be placed 
in charge of an exclusive Health 
Spot Shoe Shop, drawing a regu- 
lar salary and sharing liberally 
in the profits of the store. 


It’s easy to build a profitable 
future with Health Spot Shoes. 
A recent coast-to-coast survey 
disclosed that more than 70% of 
Health Spot buyers are repeat 
customers and their friends, and 
new customers brought in 
through prescriptions. 


Your own ability to make an in- 
telligent presentation and follow 
through with careful, accurate 
fittings, will build you a fine fol- 
lowing of satisfied customers. 
As the store’s volume increases, 
profits go up and so does your 
income. 


ARE YOU THE MAN WE ARE 
LOOKING FOR? 


Do you have retail shoe selling 
experience, and a_ thorough 
knowledge of orthopedic shoes 
and correct fitting? Are you 
ambitious and hard working? Do 
’ you have a pleasing personality ? 
If you have these qualifications 
and can furnish satisfactory 
character and past employment 
references, send for an applica- 
tion blank today! 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 


DANVILLE, ILLINOIS 
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College and Sub-Deb Section Opened 











This window was used by J. W. Robinson Company as part of their initial pro- 


motion of a featured line of shoes for young women. The simplicity of the 
display gives the shoes added prominence. 


Los ANGELES, CALIF.—J. W. Robin- 
son Company recently remodeled their 
College Shoe Shop into a most modern 
shoe section. The department carries 
youthful shoes for the younger folks. 
A sub-deb department with a perma- 
nent clubroom, permanent secretary and 
assembly halls adjoins the shoe depart- 
ment. Thus an excellent opportunity is 
afforded for promotion of shoes espe- 
cially designed for the younger girls. 

The department has recently intro- 
duced Paradise shoes as a featured line 
and an opening promotion was staged 
in a manner calculated to get the im- 
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Handball shoes for men and women. . 


mediate attention of the smart young 
girls of the Los Angeles area. Half- 
page ads were run in the Los Angeles 
Examiner and Times; an entire win- 
dow was devoted to a display of the 
shoes, and all interior displays in the 
College Shops were devoted to the 
showing of this line of footwear. 

The sub-deb department, through a 
campaign of direct publicity, announced 
to all the young fry in the Los An- 
geles trading area that a fashion show 
tea would be held at the store, and that 

[TURN TO PAGE 36, PLEASE] 















. the latter is a boy’s shoe made for 
women’s wear. Both models have special thick guards around the toes for quick 
stops in a fast game. Both from Servus Rubber Co. 
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O-SO-EZ-E 
No. 5548 


Two tone tan with antique finish, 
heovy red rubber sole. 
Stocked A to D 
$4.25 


BOOT anp SHOE RECORDER, February 22, 1941 


Typical of Taylor-Made styling | 
ond value is this unusual 
moccasin number, one of 

several smart Taylor-Made 
patterns which will be 
advertised in 


this spring. 
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PROOF 
THAT CUSTOM 
CHARACTER 
NEED NOT 
BE EXPENSIVE 


. 
150 
NUMBERS 
IN STOCK 





WRITE FOR CATALOG 


E- E- TAYLOR CORP 


- + BOSTON - MASS. 





Scenic Displays 
Attract Shoppers 


Denver, CoLto.—Scenic window dis- 
plays bring shoppers to the Austin 
Shoe Store, here, which handles only 
men’s shoes. 

The floors in both windows are 
covered with bright green artificial- 
grass fabric. In the front of one win- 
dow facing the street is a two-headed 
_ealf. In the front of the window op- 
posite is a dog lying under a rustic 
garden chair. Both of these animals 
are taxidermal works of art and are 
so life-like that many hundreds of peo- 
ple are drawn to these windows daily. 

The shoe displays are well balanced 


both in amount of merchandise and ar- 
rangement in space. A limited number 
of pairs of shoes appear, which fact 
lends distinction to the store along with 
the two novel attractions. 


Celebrate 50th Anniversary 


Mapison, Inp.—Lotz Brothers cele- 
brated their Golden Anniversary with 
a sale recently. Special window and 
interior displays and newspaper ads 
promoted the event. 

The business was started in 1890 by 
the late Henry B. Lotz and Benjamin 
Lotz and is now conducted under the 
ownership of Bernhardt C. Lotz, son of 
Henry B. Lotz. 


Nothing Takes the Place 
Of White 


[CONTINUED FROM PAGE 19] 


to youth which is so successful in com- 
bining style with comfort. 

Next after this group of smart, low- 
heeled shoes, you will want to study 
your spectator market with special 
eare this year. Spectators are strong- 
er than ever, with tan and white com- 
binations leading. Variations on the 
classic tip and foxing, open toes and 
bows on pumps, give this classic type 
a wider appeal. More types of women 
will like them because they are less 
tailored and can, therefore, be worn 
with more types of costumes. Elas- 
ticizing gives much better fit and ad- 
justment to the pumps. Women who 
cannot wear traditional pump patterns 
can wear elasticized spectator pumps 
with perfect comfort. 

Every year you sell dressy white 
pumps and higher riding slipons on 
medium and high heels. Every year 
you sell white oxfords on medium 
heels. This year will be no exception. 
Pumps are exceptionally pretty .. . 
some all-white, some with touches of 
color in contrasting piping and bind- 
ing, in stitching and embroidery. Bows, 
scrolls, medallions and other throat 
ornaments are interesting. The flatter- 
ing d’Orsay line, very low for pumps, 
is a popular silhouette. In slipons, the 
d’Orsay lowered side line is a basic 
idea. These higher riding shoes are 
opened up for Summer with open toes, 
opened-up vamps and punchings. 

Oxfords, aside from spectator, sport 
and casual types . . . are usually all- 
white and in staple styles. Among 
these, some very open patterns are re- 
ported to be selling well. 


To Open Shoe Department 


HAMMOND, IND. — Bern Bros. Shoe 
Store, of this city, will have the wo- 
men’s shoe department in Nadgeman’s, 
modern new women’s apparel store now 
being built here. 


College and Sub-Deb 
Section Opened 
[CONTINUED FROM PAGE 34] 


these shoes would be given their initial 
presentation. 

“We had a very gratifying response 
to this initial introduction of Paradise 
shoes,” observed P. D. Lehman who 
supervises all of the Robinson shoe ac- 
tivities. “This promotion, which was 
mainly shoes of the dark family, stained 
pine and tan, will be followed shortly 
by a similar one for sports and casuals, 
then by one highlighting the white pic- 
ture, thus making three major Para- 
dise promotions for Spring. Bump toe 
pumps, stained pine color, and darker 
shades all received good acceptance in 
this first selling.” 

Mr. Lehman is assisted in the College 
Shoe Department by A. C. Joesting. 
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BLUE GABARDINE 


A WAVE of national interest in blue has 
arisen with the feminine demand for middy 
clothes with military emblems thereon — an 
unexpected consumer power in the world of 
fashion that has made blue gabardine the natural 
ally to harmonize dress—the proper foundation 
for a smart new dress motif. 


No. 1460 Blue 80-B Fine twill GABAR- 
DINE is the important number, quality 
and shade. It has a beauty, richness of 
appearance and wearing quality all its 


own. 
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Can be readily cleaned with 
brush, soap and water or 
benzine and similar cleaners. 


SAMPLES ON REQUEST. 


J. EINSTEIN, INC. 


One Park Avenue, New York City 


ST. LOUIS : CINCINNATI : BOSTON : MILWAUKEE 
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Selected Types for 


Summer Promotion 
[CONTINUED FROM PAGE 23] 


Perforations, as a rule, are smaller 
but plentiful and the “porous” shoes 
have a new interest this season with 
plenty of real style sense. 

Two-tones, which saw increasing in- 
terest last year, will be better than 
ever as a shoe for wear in town. Pat- 
terns center generally in the ventilated 
Norwegian tip over a medium walled 
last. Although coming more under the 
town classification, these shoes sold 
well in the South during the Winter 
where the majority of shoes wanted 
are definitely “vacation” footwear. 

This medium walled last is an ac- 
cepted favorite centering generally in 
the Norwegian and moccasin styles but 
also seen in other types as well. In the 
former group, it follows through from 
the real dressy types to the novelty 
casual shoes. 

Following last Summer’s trend to 
more brown—less white, shoes this 
season follow pretty generally the same 
idea with the white used more as an 
accent to the darker leathers instead 
of the reverse as formerly. 

All in all, indications point to a real 
colorful Summer with plenty of good 
promotional items in the new lines to 
give them the necessary lift for that 
“plus” business that makes the differ- 
ence between a good season and a 
“usual” one. 


Eleven Firms Bid on 
CCC Shoe Order 


Boston, Mass. — Eleven manufac- 
turers were represented February 12 at 
the opening of bids on two lots of shoes 
for the Civilian Conservation Corps— 
28,968 pairs each of “Type B” with 
leather soles and “Type E” with corded 
rubber soles. Low bidder on both lots 
was the International Shoe Company of 
St. Louis, at $3.24 for “Type B,” and 
$2.97 for “Type E.” Other bidders, all 


of whom bid on the entire lot except | 


where otherwise specified, were: 

Endicott-Johnson Corporation, Endi- 
cott, N. Y., “B,” $3.29 and “E,” $3.09; 
Brown Shoe Co., St. Louis, “B,’ $3.39, 
and “E,” $3.14; Hubbard Shoe Co., 
Rochester, N. H., “B,” $3.48, and “E,” 
$3.19; Cannon Shoe Co., McSherrys- 
town, Pa., “B,” $3.53, and “E,” $3.28; 
Daly Bros. Shoe Co., Boston, “B,” 
$3.54, and “E,” $3.26; H. H. Brown 
Shoe Co., Worcester, Mass., “B,” $3.55, 
or “E,” $3.31; E. J. Givren Shoe Co., 
Rockland, Mass., “B,” $3.63, and “E,” 
$3.39; Suffolk Shoe Co., Boston, “B” 
(14,484 pairs) $3.68, and “E” (14,484 
pairs) $3.46; Allen Squire Co., Spencer, 
Mass., “E,” $3.05; Ascutney Shoe Cor- 
poration, Hudson, Mass., “E,” $3.11. 

While these bids represent increases 
of 8 and 12 per cent, respectively, over 
the lowest price paid for similar shoes 
last November, comparison with the 
highest price paid at that time shows 
practically no change. 

Bids for 1250 pairs of arctic over- 


22, 1941 
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HE SAYS WE'RE APPEARING ) 
IN THE WINTHROP AD 
IN THE APRIL ESQUIRE 


(Out March 15th) 
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In these two outstanding leisure shoes 
you see footwear that already shows 
promise of becoming the “Leisure 
Leaders” of the coming season. These 
shoes will be seen in Esquire with 
the lovely young gals shown above 
thrown in for added eye-appeal. 


See these and other leisure To Retail 
leaders in the new Winthro 


YOUR COPY TODAY. $ 


<n 
SF 


shoes for army nurses are to be opened 
here on February 25. 

The Kesslen Shoe Co., of Biddeford, 
Me., has been awarded contracts to 
make 3000 pairs of army nurses’ white 
fabric shoes and 1500 pairs of black 
calf leather oxfords, also for army 
nurses. The first item was awarded at 
a price per pair of $2.07, and the sec- 
ond at $2.39. Bids on these two lots 
were opened Feb. 3. 


E. W. McCain Addresses 
Retailers on Style Trends 


FRANKForRT, Ky.—E. W. McCain, 
stylist with Barrett Shoe Company, 
here, division of the General Shoe 


WINTHROP SHOE CO. Division: International Shoe Co. $T. LOUIS, MO. 


Westerner 


Corp., Nashville, Tenn., addressed 150 
shoe retailers in St. Louis on “Fashions 
in Footwear and Current Style Trends” 
on Wednesday, Feb. 12, when he spoke 
before the retail shoe class now study- 
ing “Retail Shoe Information, Selling 
and Fitting.” The course is sponsored 
by the St. Louis Board of Education 
for retail shoe dealers and their em- 
ployees. Appearing on the same eve- 
ning’s program in the two-month school 
was Marjorie Wilton, noted foot stylist, 
who spoke on “Fashion Co-ordination.” 

Mr. McCain arrived in St. Louis from 
New York, where, Monday, Feb. 10, 
he served as a member of the Of- 
ficial Color Committee of the National 
Shoe Retailers Asociation. 
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BLIND SETTI 
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Blind and Invisible settings for Diamond Brand Fast Color Eyelets are 
being used by a steadily increasing number of manufacturers both for men’s 
and women’s shoes. The heads of these eyelets are a moulded plastic, there- 
fore, non-corrosive. The barrel is made of Anodized Aluminum. 

In blind setting, no metal shows on the inside of the quarters 

— eyelet flanges cannot rub on the tongue. 

With invisible setting, a flat celluloid head on the inside of 

the quarter instead of metal keeps tongue and laces cleaner. 


Both of these settings are done with the use of standard equipment. 
UNITED FAST COLOR EYELET COMPANY BRANCH 


(UNITED SHOE MACHINERY CORPORATION) 
BOSTON, MASSACHUSETTS 
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FASHION NEWS from 
A MIDWESTERN Viewpoint 


DDURING the first week of Febru- 
ary, the period of the Spring and 
Summer apparel markets, Chicago 
became the center of fashion news 
for the Midwest. A series of style 
shows were presented by the Style 
Creators of Chicago, Style Exhibitors 
of the Morrison Hotel, the Chicago 
Wash Apparel Association and the 
Merchandise Mart. Many definite 
costume styles were established, 
giving the key to probable trends 
in Spring and Summer shoe styles. 
“American” in line, color and idea 
is the theme of Chicago’s Spring and 
Summer style. National defense, 
America’s good neighbor policy, 
aviation, the army, and the navy all 
made their play for attention in the 
new designs. These newsy themes 
dominated in such original ideas as 
slack suits modeled after airplane 
mechanics jumpers, costume suits cut 
along naval and military lines, slack 
suits which look like a naval officer’s 
uniform, and a varied and colorful 
use of patriotic insignia and colors. 
Revers in coats are cut sharp and 
high and sometimes with a definite 
military flare which is further em- 
phasized in some designs by epau- 
letted shoulder lines and army, navy, 
or air corps insignia proudly em- 
blazoned on the pocket or sleeve. 
There was an extensive use of navy 
blue shoes throughout the showings 
in keeping with this general trend 
and in keeping with the customary 


Openings of the Chicago Apparel Market Show Which 
Way Fashion's Wind Is Blowing in the City Noted for 


Strong Breezes. Americana Is the 
Spring and Summer Styles. 


America, Hawaii or Our 


Theme of the New 


Americana Be It from South 


Own American Southwest or 


Indian Sources of Inspiration. 


dominance of navy as a color. Color 
was stressed as an important feature 
of the Spring outer fashions. This 


Style Creators of Chicago featured this 

red print dress with navy wool dress- 

maker jacket and navy pumps at recent 
showing. 


was shown in combinations of light 
pastel flower tones in superbly pat- 
terned plaids, bold and bright con- 
trasts in dark and light tones some- 
times with the tri-color effect. Black, 
navy, and antiqued brown shoes were 
shown with these depending largely 
on the dominant color. Costumes in 
solid colors were shown in black with 
the ever fresh white touches; in blues 
in a range of tones from midnight to 
bright flag blue which has a purple 
cast; in greens in all the softer, 
lighter and more yellowed tones; reds 
in clear bright cast; blond beige with 
a new, lighter look; some toned pastel 
blues; greys with blue tones, and 
some very new looking bright brown 
shades. However, blues, greens, and 
beiges dominated the picture. 


SADDLE and blond leather acces- 
sories and shoes were shown exten- 
sively to be worn with both navy and 
black; black shoes were used as ac- 
cents with some of the lighter colors, 
and antique browns with most of the 
beiges and browns. 

Showing of slack suits and play 
costumes of one form or another in 
all of the shows emphasized again the 
importance of play shoes in the shoe 
picture this Spring, with the nautical 
and South American influence strong 
factors in fashion details. South 
American prints, Hawaiian prints and 
colors, and the Southwest and Amer- 
ican Indian are important themes. 
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RETAILERS ' To capitalize on Onco Insole-ated adver- 


tising in LIFE, return this coupon for copy of merchandis- 
ing book showing free promotional material for your store. 
Brown Uo., Adv. Dept., 500 Fifth Ave., New York City. 


NAME lee piacsipvetssieaignen 


PRINT PLAINLY 


ADDRESS 7 ~ a 
STATE 











WIN 14% 1: 
FASHIONS 


“What is there in common,” you might ask, “be- mask the insulator is a protective filter. In a shoe 
tween a gas mask and a lady's shoe?” The answer __ it is an insole, In the picture shown here, both the 
is that both have insulating features. In a gas filter material and the insole are made from... 


purified cellulose by Brown Company, foremost experiments conducted to develop a perfect filter 
producer of gas mask filter material and leading material for gas masks, led to the discovery of 
supplier of scientific insoles for shoes. Laboratory this revolutionary insole known as... 


Onco Insole-ated, which insulates the foot against than ever before possible. Many of America’s 
heat and cold, absorbs sidewalk shocks, allows most beautiful high style shoes are now made 


 ] 
are Hl 2 Ar Ss | p * the foot to breathe and makes shoes more flexible with Onco Insole-ated. You can identify .. . 


shoes that are Onco Insole-ated, by the trademark which is stamped 
in the shoe. Ask for Onco Insole-ated shoes at your favorite 


shoe department. Brown Company, 500 Fifth Avenue, N. Y. C. 
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Chapter Six in a Series 


Beet \M% Si iiincinetiss 


Practical Pointers on 


HOW TO SELL SHOES 


THE anticipation of the customer’s desire has never 
been incorporated in the curriculum of the shoe sales- 
man. It has, however, been a major point in the edu- 
cation of nearly every other field of Direct Selling. 
Direct salesmen are taught to watch customer reaction 
to every statement—to make mental notes of every 
expression either verbal or in countenance or action. 
Direct sal have to learn that their every action, 
even their re, may cause an unfavorable or a 
favorable reception. They must learn how to ring door 
bells. A loud shrill ring may wake the baby and bring 
down on their heads the wrath of the entire household. 


So with the shoe salesman, a tone of voice, an atti- 
tude or a statement may antagonize or impress a 
customer. When you strike a match for an unlighted 
cigarette between your customer’s lips, you anticipate 
desire. When you bend over to retrieve a dropped 
glove you anticipate desire. The shoe Buyer’s selections 
are guided by customer desire. The shoe salesman can 
enlarge on this theme to his benefit. 

The Direct salesman has to create desire. He goes 
to the prospect. The shoe salesman has his prospects 
handed to him with desire already created. How to 

[TURN TO PACE 50, PLEASE] 
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Triangular Shoe Talk 


[CONTINUED FROM PAGE 16] 


variety of garment colors call for brown shoes and 
accessories. 

Mr. TerHuNne: What garment colors other than these 
beiges and tans sold out here require brown shoes? 

Miss GopsTeIn: According to sales, the warm off- 
whites, banana, champagne, chamois, yellow, gold, light 
to medium blues, avocado greens, nasturtium and rose 
tones are enriched by brown accessories. Many prints 
have beige grounds or colorings that also call for brown 
shoes. These colors figure in casual and daytime clothes, 
and, of course, brown is preferred for any new green 
tones that might arrive. The brown shoe is a “must” 
for some of the South American and Indian color com- 
binations seen in many lines. 


The Call for Casuals 

Mr. McCracken: There’s good reason, then, for the 
way brown shoes are selling. The dressy dark brown 
call is for 18 to 22/8 heels. We are also getting calls 
for brown alligator in dressy high heel pumps and san- 
dals. In antiqued tones 14/8 heels are selling. Casual 
types and low wedges up to 16 or 18/8 heels are also 
active in the brown family. This casual call is expected 
because the casual note will continue here, won’t it? 

Miss Gotpstein: The California market is tops in 
casual clothes. There’s a lot of activity in casual shirt- 
maker dresses with new softness. Two and three-piece 
suits and casual coats, in addition to the wide line of 
slacks and beach clothes, are also being sold to stores 
all over the country. Many clothes made here call for 
spectator type shoes. Are they active in your store? 

Mr. McCracken: Women‘are starting to call for tan 
and white spectators. We anticipate good spectator busi- 
ness between now and March. Last year we sold more 
blue and white than ever before and we expect a blue 
with white call to follow the early tan and white one. 
The black with white shoe fits in, doesn’t it? 


Importance of Navy Blue 

Miss GoLpsTetn: Black with white spectators will re- 
main high style and fit into the “with black” that should 
gain momentum during the Summer. We haven’t men- 
tioned the perennial navy picture. In dress coats, ac- 
cording to Leon and Frank Davidson, one of the top 
buying houses here, store purchases show navy and black 
running 50-50, with every indication that navy is com- 
ing to the fore. They also report navy suit sales good, 
dependent on the locale. Irene Bury reports good navy 
sales, with the patriotic combination of white and red. 
Navy alone is also selling well with her. With Easter 
coming sg late, navy and all dark shoes will sell for a 

longer time. What about your navy shoe sales? 
Mr. McCracken: Navy was overlooked by many in 
their first purchases, but this was caught in time, re- 
[TURN TO PAGE 43, PLEASE] 





ADVERTISED 
IN APRIL 


A clean-lined casual shoe with a walled last from 
the line of E. E. Taylor of Boston, Massachusetts. The leather 
selected is Brogandi, a new Evans tannage of goatskin, which 
is rugged and durable — soft and 


comfortable. 


JOHN R. EVANS & COMPANY * CAMDEN, N. J. 
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... BETWEEN THE HEEL 
AND THE BALL 


To carry its load success- 

fully, the shank, like a 

bridge, must be firmly 

anchored. In the fiddle 
shank a slot in the heel portion 
allows it toextend back well under 
the heel seat. When the heel is 
permanently attached the fiddle 
shank is firmly anchored. Results 
with the fiddle shank: greater 
foundation strength — more free- 
dom in upper design—shoe twist- 
ing eliminated. 


Shaded area shows why 
additional anchorage is 
obtained with the fiddle 
shank. 





Only the fiddle shank 
can extend beyond this 


a 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Triangular Shoe Talk 


[CONTINUED FROM PAGE 41] 


sulting in a navy scramble at the recent shows. Our 
navy sales figures should be good, particularly since we 
expect a 10 per cent to 15 per cent increase in business 
this Spring. We are getting calls for daintier shoes in 
navy, in all heel heights. Some of the walking types 
formerly in navy are now selling in saddle and tan. 
Sleek pump patterns and elasticized fabrics with patent 
trim are selling, to be followed by blue linen with a 
touch of white, probably blue mesh and, as discussed, 
white with navy spectators. Which brings me to black. 
From the clothes I saw, it looks like black will be high 
style this Summer. What did you learn about black gar- 
ment sales? 

Miss GoLpstetn: I noted sizeable black areas, also 
blacks in “hot weather” sheer daytime dresses and prints 
with black grounds of black patterns. I saw big, splashy, 
colorful prints that require black shoes. 


All-Over Patent and Combinations 


Mr. McCracken: I feel that many buyers overlooked 
black patent leather. We expect to sell pumps and san- 
dals in all-over patent and fabrics with patent combina- 
tions. Of course, the brown family will cut into black 
but the over-all black volume should be about the same 
as it was last year. Oh yes, and we are getting some 
calls for red high-heeled shoes. Punched red suedes and 
elasticized pumps with V throats are what we are selling. 
Red, we know, is most important in play shoes. Red is 
continuing in the garment picture, isn’t it? 

Miss Go.pstein: Yes, the market feels that red will 
continue through the Summer as a trend and as a tri- 
color alliance in everything from beach wear through 
evening. Occasional red coats and accessories are get- 
ting a lot of attention. Louella Ballerina is selling lots 
of poppy red as is everyone else. But talking of extra 
sale colors, how about beige shoes? 

Mr. McCracken: We are selling beige suedes in 
high-heeled elasticized pumps and sandals as well as 
wheat linen on which we expect to do a good volume 
from Easter through Summer. Carmel alligator looks 
good, too. The saddle color, of course, is the big color 
in volume stores, but I feel that the high styled shops 
will sell antiqued tan in place of saddle in town types, 
although saddle should continue in play shoes. The 
beige accent which I saw at the Market Week Show was 
very smart when worn with white clothes. It’s early for 
whites but we expect to sell lots of popular-priced 
whites since there is not so much demand in white 
shoes at over ten dollars. Our white volume should be 
done in 16/8 to 18/8 heels while our sandals and 
V-throat pumps in 21 and 22/8 heels will be in suede, 
often elasticized. Perforated suede ties should be very 
good. What is the white story in the market? 

Miss GotpsTEIN: White is reported selling in coats, 
suits, play clothes, daytime costumes and in every type 

[TURN TO PAGE 51, PLEASE] 
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IN APRIL 








Rugged Goatskin — Brogandi. A smart sporty 
leather that looks massive and mannish yet coddles the foot in 
cool comfort. The shoe illustrated is by Wall-Streeter of North 
Adams, M husetts—in Brogandi, 
an exclusive Evans tannage. 





JOHN R. EVANS & COMPANY * CAMDEN, N. J. 





IT'S YOUNG 


IT’S DAINTY 


IT'S SOFTLY ELASTICIZED 


iT’S A SURE 


JUST ONE OF THE NEW 


QUEEN QUALITY SHOE COMPANY ® DIV: INTERNATIONAL SHOE COMPANY ®* SAINT LOUIS, MISSOURI 
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ASK TO SEE 
OUR “PENELOPE” 


WINNER 


Super-Flex Process 
tyle 324 
hire 8 * 


DELUXE GRADE 





650 to §5°,, 


Including Deluxe Grade 
Slightly Higher in West 


| 





Stein Leaves Mutual Shoe Co. 


Boston, Mass.—I. Stein, well known 
as the general manager of the Mutual 
Shoe Company, of Marlboro, Mass., one 
of the units comprising the Con- 
solidated National Shoe Company of 
this city, announces that he has re- 
signed his position with the company 
and has disposed of his interest in the 
Consolidated National. He was one of 
the founders of this company when it 
was organized about twenty years ago. 

Mr. Stein began work as a shoe 
factory apprentice when a young man 
and, at the time of the organization 
of the parent company, was an expert 
bench worker. He plans to close his 


home at 51 Colbourne Crescent, Brook- 
line, and, with Mrs. Stein, to spend 
the remainder of the Winter and early 
Spring in Florida, after which vacation 
he will decide in what type of business 
to engage. 


Manages Stearn Shoe 
Department 


Des Mornes, Iowa—Walter H. Luck- 
inbill, formerly in the shoe department 
of the New Utica, here, has been made 
manager of the new shoe department at 
Stearn’s, women’s ready-to-wear store, 
706 Walnut Street, Ben Isaacson, pres- 
ident of the store, announces. 


Rubber-Soled Shoes 


[CONTINUED FROM PAGE 27] 


platform and wedge with thin smooth 
rubber sole; another welt effect on 
thinner sole with binding in contrast to 
the sole; the very thick, very light 
crepe-y sole. 

As to colors in men’s shoes . . . styled 
in many cases tc go with slack colors 

. . the popular colors are sand and 
natural with contrasting tan trims and 
soles; dark green, navy and medium 
blues with contrasting soles. 

In addition to these fabric sport and 
lounging shoes, there are the perennial 
all-rubber sandals, designed especially 
for beach and shower. 

In the women’s styles there is, of 
course, a wider range of patterns, treat- 
ments, materials and colors. In pat- 
terns, slipons, ties, oxfords and sandals. 
In treatments, moccasin effects, kiltie 
tongues; single eyelets; bandage type 
sandals; side and front and strap gores; 
novelty sole and heel treatments; color 
contrast in piping, binding, rope effects, 
and soles and heels. Fabrics in suede 
and ribbed effects; in linen and open 
hopsacking type weaves; in two - tone 
stripes and multicolor plaids. Sole and 
heel treatments follow many of the 
same ideas as the men’s. There are 
more fabric-covered wedges, usually 
matched to the trimming on the upper. 
An extended sole, on one model shown 
here simulates cobble stitching in a 
contrasting color. The very thick sole 
...0on the bandage sandal .. . is a crepe 
rubber but is covered, except on the 
bottom, with a very smooth rubber, 
achieving a strikingly new look. In 
spite of its thickness, this sole is very 
light, thanks to being combined with 
cork. 

As in the men’s shoes, comfort plus 
style has been the object. Cool fabrics; 
attractive color combinations carefully 
coordinated with colors in new leisure 
and beach clothes; wedge heels and 
platform soles giving greatest support 
and cushioned ease ... all these at- 
tractive and sellable features are to be 
found in the women’s, as well as in the 
men’s, new rubber-soled recreation 
shoes for Spring and Summer 1941. 

Unusually attractive lines of chil- 
dren’s shoes are also being made by 
several leading rubber houses. 


Nathan Hack on Tour 
Of Southwest 


Detroit, Mich.—Nathan Hack, head 
of the Hack Shoe Company, has left on 
a two-month tour by automobile of the 
Southwest. He is visiting extensively 
in Texas, then on to Mexico and Cali- 
fornia. He is making a few calls on 
shoe men in the territory, incidentally. 

Mr. Hack described his tour as a 
“belated honeymoon” —the first in 35 
years for himself and Mrs. Hack. 

The store is being managed in his 
absence by his son, Leonard Hack. 
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A Stock Control System To 
Speed Up Turnover 


By Water Scott Latz 


THE experience I have gained during many years 
spent in merchandising shoes for independent stores, 
department stores and chain stores has served to con- 
vince me that the keenness of present-day competition 
makes necessary more than a routine adherence to the 
generally-accepted rules governing buying and market- 
ing. We must devote much more time to stock control, 


WALTER SCOTT LATZ 


thereby increasing turnover, eliminating excessive mark- 
downs, and doing away with season-to-season carry- 
overs of odds and ends and broken sizes, particularly 
in the extreme novelty class. 

Did I hear someone say: “It has been tried for years 
and it can’t be done?” 

I say it can be done if the simple, yet effective, sys- 
tem which I am about to describe is properly installed 
and intelligently used—and this applies to all shoes, 
men’s, women’s and children’s. 

The first thing to do is to divide your stock into three 
distinct classifications: 

I—Staples. This classification includes arch shoes, 
sport shoes and plain pumps which are good year in 
and year out. Then there is a sub-classification in this 
group consisting of the same types of shoes which may 
be called “arch novelties,” “sport novelties” or “pump 
nevelties.” Into this class we place types which are 
staple but which are made of seasonal leathers such 

[TURN TO PAGE 47, PLEASE] 





ADVERTISED 
IN MAY 


A massive shoe like this calls for Brogandi, the 
rugged goatskin found in so many leading sports shoes. It’s 
a new leather with rich grain and texture. This shoe of 
Brogandi is by Winthrop 
of St. Louis. 


JOHN R. EVANS & COMPANY * CAMDEN, N. J. 
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Matched ee Sst arama as amelie 


Appearance and comfort are prime 
factors at the point of sale. . . . By 
producing box-toe perfection in pairs, 
Celastic provides eye appeal . . . and 
buy appeal. 

After the sale, Celastic continues in 
its function .. . maintaining carefully 
formed toe character . . . insuring toe 


comfort. It is the fusion of lining, 
doubler and box toe into one unit that 


prevents the discomfort of wrinkled 


linings. 

Consumers find Celastic “Trim on 
the Foot.” Shoe men know Matched 
Pairs are “True to the Last.” 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Stock Control System 


[CONTINUED FROM PAGE 45] 


as suede or buck; novelty colors; or novelty heels— 
features which, to some extent, at least, make them 
“dangerous.” Although they may be run into stock at 
the end of each major staple classification to make 
selling easier, they must be handled as novelty shoes— 
a process I will explain later when we get around to 
discussing “rapid turnover” and the quick disposal of 
“dangerous” merchandise. 

II—Staple Novelties. These are neither classical sta- 
ples nor extreme novelties. They are styles that can be 
carried over from season to season and sized in under 
the same stock number—such as some pump types, step- 
ins, straps or ties of the kind which are likely to be asked 
for at any time. These will maintain their original stock 
numbers from season to season and, when sizes become 
“shot,” they will be replaced by similar styles in the 
wanted sizes. These fill-ins will carry the same stock 
numbers as the originals. In this class we must be 
careful to first sell the shoes which have been carried 
over from the previous season before new pairs are 
purchased to replace them. Don’t duplicate sizes un- 
necessarily. A good housekeeper places the freshly- 
laundered towels, bed linen, etc., at the bottom of the 
pile in the linen closet, and these are not used until the 
same articles at the top of the pile have been soiled. 
It’s the same with shoes in these first two classifications. 
A new pair is not added until the old pair is sold. 

II1I—Novelties. These are strictly seasonal shoes. 
They are dangerous. Nevertheless they are necessary 
because, more often than not, they are the shoes which 
bring customers into the store, either through adver- 
tising or window display. They are heart-throbs to 
the woman; heart-aches to the merchant, but we have 
to have them. These shoes must be watched carefully, 
turned rapidly and never carried over from season to 
season. 

Let’s see what we may expect if we merchandise these 
three groups systematically. 

Staples (Class I) should turn approximately five 
times, this turnover to be achieved by filling in sizes 
at least once a week; twice a week, if possible. No 
markdown should ever be taken on shoes in this group. 

Staple novelties (Class II) should also turn about five 
times. They must be watched carefully and the need 
for fill-ins must be anticipated long enough in advance 
to allow for make-up shoes to be delivered. These types 
must be in stock at all times in all desired sizes and 
widths. No sale should ever be lost on this type, 
whether it be, for instance, a patent leather strap or a 
black calf spectator pump—nor should a markdown 
ever be taken no matter how good the reason for this 
may seem to be. Of course, in the case of the inde- 
pendent store which does not buy from the manufac- 
turers’ in-stock department, a few sales may be lost 

[TURN TO PAGE 49, PLEASE] 





ADVERTISED 
IN MAY 


FREE-FLEX 


A rugged goatskin is Brogandi. It is soft and 
kind to the foot. It adds te the comfort and flexibility of this 
shoe by Freeman of Beloit, Wisconsin. Brogandi is an ex- 


clusive Evans tannage. 


JOHN R. EVANS & COMPANY * CAMDEN, N. J. 
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STAZON WHITE 


FOR ALL WHITE SHOES... 


and IT REALLY STAYS ON! 





Cleans, Whitens—Will NOT Rub Off. 


Has excellent covering qualities. Will NOT 
Streak or Crack. 


Extensive comparative tests prove STAZON 
to be the most excellent “won't-rub-off” White 
on the market. 


EVERETT & BARRON COMPANY 


PROVIDENCE, R. I. 


TORONTO, CANADA 





How to make your Shoes 
give them Better Service 
...S0 they come 

back for more! 


* After price is forgotten, 
they remember the foot comfort, the smart appearance, 
the long wear—and the store where they bought such 
satisfactory shoes. 

That’s why it pays you, when they bring ‘em in for repairs, 
to see that they get the rubber heels that guarantee that 
cabdoatien. 
Only I-T-S Left and Right Heels have the scientific extra 
design that assures longer level wear, avoids run- 
corners, keeps their shoes treading healthfully level. 
In your own. or your contract repair shop, specify I-T-S 
Rubber Heels for men’s, women’s, boys’ and girls’ shoes— 
they’re customer holders. 


THE I-T-S €O., ELYRIA, 0. 


26 Years of Better Rubber Heels—Millions of Users 
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Color Spring Windows 


with Decorative 
Display Cards 
and Price Tickets 


“E”’ — Fuchsia & yellow 
design on white back- 
ground. 


PRICE TICKETS 


——$1.10. 12 Dez.—$2.00 
With By Name : 
200 t r} 
Cheek with order please, un- 
jess C. 0.D. preferred. 


DISPLAY CARDS 
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Stock Control System 
[CONTINUED FROM PAGE 47] 


between the time of placing the re-order and the time 
the shoes arrive at the store; but there is no excuse for 
lost sales in a large store or department where more 
than one pair of a size are carried in these staple novel- 
ties; or in the case of chain store set-ups in which indi- 
vidual stores can replenish their stock at regular inter- 
vals from the chain’s warehouse. 

Novelties (Class III). These shoes are to be given 
numbers which lose their identities after each season, 
or even before the end of the season if they are reduced 
to a minimum of pairs. All our resources of thought 
to a minimum number of pairs. All our resources of 
thought and energy should be devoted to this highly 
profitable but dangerous group. Not only must these 
shoes turn ten times or better, they must also be checked 
once a week to determine, first, whether they should 
be PM’d, or second, whether they should be marked 
down, or, third, whether both operations should be 
performed at one and the same time. Don’t wait until 
the end of the season to make these check-ups. Make 
them, as I have said above, every week, thus determining 
what particular style or color is selling well enough to 
justify a reorder; and what styles or colors should be 
run down to a minimum number of pairs and then 
be “hashed” into a “99 section” with a PM affixed. 

Most merchants, merely for the sake of appearances, 
display a whole pair of these novelties. I do not dis- 
approve of this policy provided an extra pair has been 
bought for that purpose. If such a purchase has not 
been made, however, the following plan will be found 
to work admirably. 

Place only one shoe on display. Attach to its mate a 
tag. This tag bears the name of the manufacturer, date 
of receipt, number of pairs bought, cost, selling price 
and percentage of markup. Also on this tag should be 
provided spaces for markdowns; for sales which, if 
turnover is to be known, should be entered daily or 
weekly; and for PM’s, in case the store wishes to check 
PM’s against any given style. 

This tagged shoe (there will be one, of course, for 
every high-style novelty) should be kept in the office 
of the buyer or merchandise manager. Sales will be 
transferred from sales checks to the tag as often as may 
be desired. I have already suggested that this be done 
daily—not less than weekly. 

There should be a meeting of responsible executives 
and salespeople every week, at which every novelty style 
should be discussed and a decision reached as to whether 
certain shoes should be PM’d, whether they should be 
marked down, or whether both operations should be 
performed; Whéther certain other shoes should be re- 
purchased or allowed to run down and land in the “99 
section”; or whether to return them if poor fitting or 

[TURN TO PAGE 5], PLEASE] 





ADVERTISED 
IN JUNE 


WEYENBERG 


enoe M4 


Another big season for shoes in Evans white 
leathers. And here is one by Weyenberg of Milwaukee. The 
leather is Brogandi, the rugged goatskin which is so cool 
and comfortable — extremely 


durable, too. 


JOHN R. EVANS & COMPANY * CAMDEN,N. J. 
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A Bright Spot in 
STORMY WEATHER 


What a change! Clever styling and rich colors have lifted the 


staid old rubbers and galoshes out of the basement and placed them 
high in the wet weather dress accessory class. 

Are you profiting by this change? You can, with colorful new 
Fairy Forms in correct heel heights. These forms give window and 
counter displays of wet weather footwear a powerful style appeal. 
With correct forming, you can show the neat, trim effects of “style” 
rubbers, and subtly emphasize the importance of “wet weather’ 
color harmony for every ensemble. 

For every style, size and color of wet weather footwear, there 
is a Fairy Form style and color to display it to best advantage. The 

and daintiness of Fairy Forms combined with the many new 
colors in which they are available, make them a perfect accessory 
for every footwear display. Fairy Forms are lightweight, resilient 
and washable. And, are sturdy and strong enough for use 
season after season. 


Write for the new Fairy Form color broadside. 
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Practical Pointers on 
How to Sell Shoes 


[CONTINUED FROM PAGE 40d] 


increase this desire and cause it to 
culminate in a purchase is the shoe 
man’s problem. 

Customer desire is one of the intangi- 
bles, yet it plays an important part in 
every transaction. Many persons do 
not realize they have it. Many realize 
they have it but do not know just what 
it is they desire. The shoe salesman can 
bend this desire to his will by present- 
ing his shoes in a manner that will 
make the customer want what he wants 
her to have. 

When we solicit a customer in her 
home she had no previous thought of 
buying what we have to sell. We have 
more or less the elements of surprise 
and curiosity. First we create desire, 
then beautify it and capitalize on the 
pride of ownership. The customer en- 
tering the store does so for a very 
definite purpose, yet her own mind may 
not be clear as to the kind of shoe she 
wants. This leaves her mind the more 
pliable for the alert salesman to be able 
to crystalize her desire into ownership. 
Instead of being exasperated with this 
type of customer, the salesman should 
be glad that she does not have her mind 
“set” on some one particular shoe which 
he may or may not have. 

To anticipate customer desire, the 
salesman must first judge what would 
most likely appeal to this individual. Is 
it beauty? Is it style? Is it comfort or 
service or is it something flashy and 
gaudy with which to startle her friends? 
To judge the customer, notice what she 
is now wearing. Not alone shoes; of 
which she will probably want some- 
thing entirely different; but also her 
other apparel. This will give you an 
indication of what she will wear. Don’t 
forget that the female mind dwells in 
the land of phantasy and romance. 
While men are more prosaic, still the 
younger fellows of today will not be 
outdone by their heart’s fancies in the 
matter of wearing apparel including 
shoes. Capitalize on this with your new- 
est and snappiest footwear. 

Patience and persistence are two of 
the most important requisites of a good 
salesman. Patience with the customer’s 
whims and self-contradictions is often 
exasperating but brings its reward in 
gained confidence. Once you let the 
customer know that anger has swelled 
up in your bosom or that she has “got- 
ten your goat,” she will ride you for a 
fall and the sale is practically lost. On 
the other hand, if you keep your temper 
and resentment deeply hidden, smile 
the broader and re-establish your 
factual sales points with pleasing em- 
phasis, you still have the upper hand 
and can bring the customer, with your 
superior will power, to a satisfactory 
acquiescence. You must dominate the 
interview and to do so you must con- 

[TURN TO PAGE 54, PLEASE] 
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Triangular Shoe Talk 


[CONTINUED FROM PAGE 43] 


of garment. Irene Bury reports excellent sales on 
white dresses, many with navy coats, this being in line 
with the big nautical acceptance. Patricia Perkins in 
her junior line reports white important in Southern 
clothes but not as important in daytime clothes. Many 
of the prints have white grounds or touches of white and 
could take a white, light or dark shoe. 

Mr. TerHuNne: What other costume highlights will 
have a bearing on shoe acceptance? 

Miss GoupsTeIn: The very important suit sold in all 
houses has the 28-inch jacket that is so right for a pump 
or stepin. Shoulders that droop a little, still with pad- 
ding, dolman sleeves, skirts with a slim look but with 
plenty of freedom through pleats and gores have a bear- 
ing on shoes. Shirtwaist and shirtmaker inspiration is 
evident in garments for all hours of the day, demanding 
that shoes be simple. More and more jacket costumes 
are selling, calling for more afternoon shoes.” 


Stock Control System 


[CONTINUED FROM PAGE 49] 


defective workmanship, or sub-standard quality have 
been proven. 

Using this system, you will find that dangerous shoes 
will flow in and out smoothly and that turnover will be 
rapid. The buyer will be in position to purchase new 
shoes constantly, thus keeping up with fast changes in 
styles. His “open to buy sheet” will always be clean. 

Properly installed and intelligently used, I know this 
system will help your business. It makes no difference 
whether the reader is operating his own individual store, 
whether he is merchandising shoes in a department 
store, or even whether he is the merchandise manager 
of a big chain. To the latter, as a matter of fact, this 
system can be applied with wonderful results as it is 
necessary to have in the home office only one each of 
these control shoes, tagged for all stores. 

If more detailed information concerning the above: 
system is desired or if any reader desires to comment 
on this article, the writer can be reached in care of the 
Boston office of Boot anp SHoE Recorper, 140 Federal 
Street. 


Informal Shoes for Summer 
[CONTINUED FROM PAGE 2] } 


The illustrations on these pages will show you some 
of the possibilities in this field. You will find here 
many patterns, colors, materials, treatments. One com- 
mon denominator binds them together. They are all 
intended for informal wear. They cannot take the place 
of spectators or more formal “casual” shoes. Neither 
can spectators or these casuals be substituted for play 
shoes. All three have a place in the Spring and Summer 
style picture. It’s up to you to promote and sell each 
type for its rightful occasion. 








DISPLAY STAND for your counters 
or windows, this beautiful lithographed piece 


will be furnished free to dealers. Send your 


request direct to the manufacturer who 


makes Brogandi shoes for you. 


JOHN R. EVANS & COMPANY * CAMDEN, N. J. 
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IS FOR RICHER APPEARANCE 


Bucavez of their brighter, more easily- 
shined surface, shoes of Kangaroo leathers 
are gaining acceptance among smartly 
dressed men. They like their Rich Appear- 
ance on the foot, and they like too the fact 
that Kangaroo makes the foot “feel like a 
million” too. For the same fine, tight grain, 
natural in Kangaroo, which gives such good 
looks, makes Kangaroo more supple and 
flexible . .. And, Kangaroo is strong, amaz- 
ingly strong, actually 17% stronger, weight 
for weight, than any other leather. 


Kangaroo fits the Summer trend to brighter 


3 
WA 
S % 


TANNED IN 


$ 
s 






K is for Kangaroo 
and More Profits Too 


abt at 





looking. lighter. more flexible street shoes. 
Customers appreciate their economy of long 
wear; Merchants, the profits to be gained 
from that large group of men who are “sold 
on Kangaroo.” 


by the... 
SURPASS LEATHER COMPANY 
RICHARD YOUNG COMPANY 


MeTLCa ZIEGEL EISMAN COMPANY 
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Saturday, February 22, 
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National News 





Association Replies to Army Shoe Charges 





Secretary Maxwell Field Gives Categorical Answer in Letter 
Addressed to Representative Connery of Massachusetts 


BostoN—Representative Lawrence J. 
Connery of Massachusetts wants a 
thorough investigation made of methods 
used in the procurement of shoes for 
the United States Army. On the floor 





MAXWELL FIELD 


of the House he recently charged that 
the J. F. McElwain Company, of Man- 
chester, N. H., has been able to secure 
larger shoe orders at higher prices 
since the appointment of Francis J. 
Murphy as civilian “shoe expert,” act- 
ing in an advisory capacity in Wash- 
ington. The Congressman was also 
quoted in the Congressional Record, as 
follows: 

“Tt has come to the point where the 
International Shoe Company, the Endi- 
cott-Johnson Shoe Company, Brown 





Shoe Company and the Herman Shoe 
Company really dominate the War De- 
partment, so that the little fellow does 

not even get consideration.” 
The New England Shoe and Leather 
Association promptly replied to these 
[TURN TO PAGE 63, PLEASE] 





Dates to Remember 


First Monthly Showing for 1941, 
Michigan Shoe Travelers, Hotel 
Statler, Detroit, Mich. March 3, 1941 


Allied Shoe Products and Style Ex- 
hibit, Belmont Plaza Hotel, New 
York. March 30, 31, April 1, 1941 


Official Opening of American 
Leathers and Style Conference 
for Fall, 1941, Waldorf-Astoria 
Hotel, New York. 
March 31, April 1, 1941 


Introduction of Fall Footwear Fash- 
ions, St. Louis Shoe Manufac- 
turers Association, Hotel Penn- 
sylvania, New York. 

May 4, 5, 6, 7, 1941 


Spring Meeting Tanners’ Council 
of America, White Sulphur 
Springs, W. Va. May 8, 9, 1941 


Central States Shoe Fair, Sponsored 
by Joint Travelers and Retailers 
Associations, Morrison Hotel, 
Chicago, IIl. June 1, 2, 3, 1941 


Boston Shoe Fair, New England 
Shoe & Leather Association, Ho- 
tels Statler and Parker House, 
Boston, Mass. June 2, 3, 4, 5, 1941 


Tri-State Shoe Mart, Pennsylvania 
Travelers re oma gy Wm. 
Penn Hotel, Pittsburgh, P. 
July x 7, 8, 1941 





Black, Navy and Tan 
Highlight Spring Sales 

DENVER, CoLo.—Black, navy and tan 
predominate in the showing of new 
Spring footwear in stores in Denver, 
now. 

Patent leather is coming in strong 
and combinations of patent and leather, 
patent and gabardine, and leather and 
gabardine are emphasized. 

Pumps have stepped into the lime- 
light again and ties are good, while toe- 
less slippers are rarely displayed. Heels 
are everywhere lower and the wedgies 
are not seen in the better dress shoes 
just now. 

With true western flavor, the brown 
leather dude ranch shoes, in both calf 
and alligator, are showing strongly in 
styles fashioned after cowboy boots 
with tulled decorations, boot - shaped 
heels and brass stud trimming. 

On dress shoes bows and stitching are 
returning to favor as are the square 
toes and buckles. 


Defense Work Gives 
Improved Business 


MILWAUKEE, WIs.—As a result of in- 
creased payrolls due to defense con- 
tracts, shoe retailers report improved 
business with prospects for Spring re- 
ported as being good. Occasional mild 
weather has resulted in an upturn in 
requests for Spring styles, local retail- 
ers declare, but as yet the demand has 
not been sustained primarily because 
weather conditions have been spotty. 

Dealers report the demand for 
wedgies and saddle oxfords with heavy 
crepe and rubber soles has been par- 
ticularly good during the past season 
among boys and girls of high school and 
college age. 

According to the state industrial com- 
mission, national defense contracts for 
Wisconsin manufacturing industries 
have provided jobs for 27,000 additional 
persons and increased payrolls $1,404,- 
000 during the last six months. 
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Style 772—White with Brown Elk Saddle 
Style 774—Brown with Smoke Elk Saddle 


It is profitable for merchants 
to sell ELAM shoes and it is 
possible to get sizes and 
widths instantly through 
rapid in-stock service. 

Write for ELAM booklet— 
it's the guide to more sales, 
more customers, more profits. 








A crusade for children is on in shoe stores the country over—new shoes 
in proven patterns and natural lasts—to give to every child the thrill of 
@ new pair and the safety and comfort of the right pair. 


F.S. ELAM SHOE CO. 





Springtime belongs to 
children. They can run 
and play better in 
ELAM shoes. 





5640—Patent Leather 


542—White Elk Sizes 2/9 








32 Firms Bid on 1,600,000 Pair Army Order 





Prices Generally Lower Than December Awards, Ranging 
from $3.05 to $3.67 on Leather Soled Shoes and 
from $2.98 to $3.51 on Rubber Soled Shoes 


Boston, Mass.—The bid opening for 
1,600,000 pairs of army service shoes 
on February 17 was attended by more 
than 100 interested participants and 
spectators with 32 manufacturers sub- 
mitting bids on orders ranging down 
from 240,000 to 15,000 pairs. This par- 
ticular bid opening was of unusual 
interest because manufacturers had 
been requested to make alternate bids 
on half the quantity of shoes, equipped, 
not with the leather soles which have 
always been used on army shoes, but 
on shoes equipped with corded rubber 
soles and uncorded rubber heels. Bids 
on leather soled shoes ranged from 
$3.05 te $3.67, with chances even that 
awards will not be made at a price 
higher than $3.38. The December 
awards were made at prices ranging 
from $3.10 to $3.45. Prices may be said, 
therefore, to have dropped between 1% 
and 2 per cent below those prevailing 
in December of last year. 

Prices on the rubber-soled shoes 
ranged from $2.98 to $3.51, being, on an 
average, about 16 cents per pair lower 
than the shoes. made with leather soles. 
Bids on the latter (leather soles) 
were: 


J. F. McElwain Co.,' Manchester, 
N. H., 75,000 pairs at $3.05. Endicott- 
Johnson Corporation, Endicott, N. Y., 
122,000 at $3.20. Charles A. Eaton Co., 
Brockton, Mass., 225,000 at $3.255. In- 
ternational Shoe Co., St. Louis, 240,000 
at $3.26. Doyle Shoe Co., Brockton, 
Mass., 50,000 at $3.275. Ascutney Shoe 
Co., Hudson, Mass., 36,000 at $3.275; 
15,000 at $3.30, and 15,000 at $3.35. 
Daly Bros. Shoe Co, Boston, 36,000 at 
$3.29; 36,000 at $3.37, and 48,000 at 
$3.43. Craddock-Terry Shoe Corpora- 
tion, Lynchburg, Va., 37,500 at $3.32, 
and 37,500 at $3.39, or 75,000 at $3.35. 
E. J. Givren Shoe Co., Rockland, Mass., 
36,000 at $3.33; 15,000 at $3.37, and 
15,000 at $3.41, or 66,000 at $3.357. R. 
P. Hazzard Co., Augusta, Me., 36,000 
at $3.35. Hubbard Shoe Co., Rochester, 
N. H., 36,000 at $3.35, and 24,000 at 
$3.45. Ansin Shoe Mfg. Co., Athol, 
Mass, 36,000 at $3.36, or 72,000 at 
$3.47. Shelby Shoe Co., Salem, Mass., 
40,000 at $3.36. Belleville Shoe Mfg. 
Co., Belleville, Ill., 50,000 at $3.36. 
Joseph M. Herman Shoe Co., Boston, 
100,000 at $3.37. Weyenberg Shoe Mfg. 
Co., Milwaukee, 80,000 at $3.37. Hill 

[TURN TO PAGE 57, PLEASE] 


CORRECTION 


On 17 of BOOT AND SHOE 
RECORDER, February 8th issue, an il- 

blished showing Albert 
‘achenheim, of Imperial Shoe Store, 
— Poa” dees tae Joven, , 

o as o 
Fe ieee Mies, ot olk 
Bros., Dallas, looked on. The caption 
erroneously stated that the photograph 
was taken at the California Shoe Fair. 
The ph was actually taken at 
the National Shoe Fair in Chicago early 
last month. BOOT AND SHOE RE- 
CORDER regrets that this error oc- 
curred. 





Practical Pointers on 
How to Sell Shoes 
[CONTINUED FROM PAGE 50] 


tinue to think ahead of your customer. 
Some individuals deliberately try to 
anger a salesman as a prelude to an 
easy exit. Forewarned is forearmed 
and if a customer shows an inclination 
to be disagreeable she is best controlled 
by diverting her mind to new and un- 
usual features and under the guidance 
of your pleasant presentations can be 
lulled to forgetfulness of her discrim- 
inating comments. Cultivate patience 
as you would a rare flower that grows 
only in the fertile soil of the soul of a 
salesman. 

Patient persistence often wins sales 
when all other means have failed. High- 
styled, stream-lined sales presentations 
cannot always do the whole job of 
clinching a sale. How often we have 
had a customer request to see a shoe 
previously shown which she had re- 
jected and which we had eliminated as 
a possibility. This proves that we had 
not been persistent in our efforts to 
make this shoe the customer’s choice. 
The shoe had appealed to the customer 
strongly enough for her to remember it 
through a maze of other styles shown 
and to request to see it again and 
eventually buy it. 

Persistence need not be boring if we 
will enliven it with new details, new 
emphasis and new ideas. Sales can be 
made earlier, easier and with much less 
effort if we have analyzed our prospect 
and persisted in our efforts to sell the 
shoe we want on that foot. Witness the 
orator who wades through a maze of 
facts and figures to prove his point. 
He persistently reiterates the same 
thoughts in different word guise and 
gradually forces on us his point of 
view until we agree with him. BE 
PLEASINGLY PERSISTENT. 





Leaves Bullock Department 
For Army 


Los ANGELES, CALIF.—Ellis Cox has 
resigned his position with the Bullock 
women’s shoe department and is now 
a first lieutenant in the Army. He is 
a son of E. C. Cox, who is manager of 
the local I. Miller Co. stores. 
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Takes Charge of 
Stock Department 


Marion, Inp.—Grover M. Chady has 
taken charge of the stock department 
of Marion Shoe Division of Daly 
Brothers Shoe Company, and will act 
as in-stock manager of the Air-O-Magic 
Men’s Shoe Division, it was announced 
recently by Walter C. Roose, sales man- 
ager. Mr. Chady will have complete 
charge in ordering and controlling this 
new department. Mr. Chady is a grad- 
uate of New York University, and has 
a successful record of seven years in 
stock control. 

Salesmen with the firm are as fol- 
lows: George M. Rosen, Brookline, 
Mass., New England territory; Joseph 
B. Schwartz, Brooklyn, N. Y., Greater 
New York; Charles H. Felter, Roch- 
ester, N. Y., Western New York State; 
A. W. Shissler, Philadelphia, East 
Pennsylvania, Delaware, and New Jer- 
sey; Joseph Harris, Pittsburgh, Pa., 
Western Pennsylvania and Eastern 
Ohio; H. W. Teetsel, Utica, N. Y., Ohio 
State; L. G. Butterworth, Lansing, 
Mich., State of Michigan; F. M. Brown, 
Indianapolis, Ind., State of Indiana; 
Nate Welans, Chicago, Ill., Greater 
Chicago and Southern Wisconsin; Wil- 
liam Minkin, Chicago, State of Illinois 
and St. Louis; O. J. McManus, Omaha, 
Neb., States of Iowa and Nebraska; T. 
L. Greenburg, Ft. Collins, Colorado, 
Northwestern States; S. C. Armitage, 
Portland, Ore., Oregon and Washing- 
ton; H. A. Powell, San Diego, Calif., 
Arizona and New Mexico; F. R. Hinds, 
St. Joseph, Mo., Kansas and Missouri; 
A. L. Cowan, Oklahoma City, Okla., 
Oklahoma State; J. L. Sullivan, Dallas, 
Tex., State of Texas; Robert Swarm, 
Pine Bluff, Ark., State of Louisiana; 
Buddy Gould, Memphis, Tenn., States 
of Arkansas and Mississippi; G. A. Cox, 
Hopkinsville, Ky., State of Kentucky; 
Randolph Pigg, Columbia, Tenn., State 
of Tennessee; J. E. Gilpin, Tuscaloosa, 
Ala., State of Alabama; J. B. Greer, 
Buford, Ga., State of Georgia; Baxter 
Pitts, Jacksonville, Fla. State of 
Florida; E. H. Lewis, Tarboro, N. C., 
Eastern North Carolina and South 
Carolina; J. R. Hastings, Spartanburg, 
S. C., Western North Carolina and 
South Carolina; H. J. Hughes, Dan- 
ville, Va., State of Virginia; W. K. 
Thom, Honolulu, Hawaii; Ramon Pob- 
let, Havana, Cuba; Frank R. Hoffman, 
Lebanon, Pa., Western Maryland, West 
Virginia and District of Columbia; 
Thomas L. Morris, Asbury Park, N. J., 
Central Pennsylvania and Eastern New 
York State. 


Business Good in the Islands 


HONOLULU, T. H.—A complete line 
of men’s Walk-Over shoes has been 
added by The Standard Shoe Co., here. 
Retail shoe business is excellent on the 
Islands, particularly Oahu on which 
this city is located. Sales at The Stand- 
ard are more than a third more than 
they were last year. Sidney Spetzer is 


orderly business. 
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COME TO MARKET 


WITHIN THIS GREAT BUILDING 
EVERY SHOE NEED OF A NATION 
CAN BE FILLED 


OU, as a buyer, can find what you want when you 
want it here—with a speed and certainty of selec- 
tion not possible elsewhere. 


In the MARBRIDGE BUILDING are more shoe and 
allied concerns than in any other building in America. 
You see complete lines in orderly display. 


The MARBRIDGE BUILDING is in the very heart 
of midtown New York. All the great retail stores are 
nearby. All the subways, including the new Sixth 
Avenue Subway—meet at this famous corner of 34th 
and Broadway—the traffic center of the world. 


Every possible service is rendered by us to facilitate 


D. S. Macdonald, Manager 


MARBRIDGE BUILDING 
47 WEST 34TH STREET 
also 1328 Broadway, New York 
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store owner, with Kenneth Douglas his 
buyer. 





F. E. Porter Retires from 
Thayer-McNeil Co. 


Boston, Mass.—F rederick E. Porter, 
vice-president of the Thayer - McNeil 
Company, with which he has been con- 
nected for 51 years, has retired from 
active business, thus terminating a long 
and successful career in the retail shoe 
field. 

“For years,” says a statement issued 
by the company, “Mr. Porter was as- 
sociated with the late J. F. McNeil, 
founder of the business, and later with 


J. G. and H. F. MeNeil, sons of the 
founder and the present owners of the 
business. 

“His chief interest has always been 
merchandise, and the introduction and 
development of Thayer McNeil’s famous 
plastic shoes was in large measure due 
to his efforts. 

“His many friends in the shoe indus- 
try will miss a respected associate of 
many year’s standing.” 

While no successor to Mr. Porter has 
been named as vice-president, his duties 
relating to merchandise have been as- 
sumed by Henry H. Dahl, who has been 
in charge of merchandising activities 
for some time. 








[56] 


WHERE 
TO 
BUY 





Children's Shoes 


Dr. C. A. Haines 
Shoes for Children 
IN STOCK 
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SUPERIOR SHOE CO., Mfrs. 
508 S. Peoria St. Chicago 
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Riding Shoes 


RIDING 
BOOTS 
IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 











Retail Shoe Sales Show 
Increase in Canada 


MONTREAL, CANADA — Nineteen de- 
partment stores in Canada sold shoes 
and other footwear to the value of $2,- 
947,987 in December, 1940, an increase 
of 8.8 per cent over the December, 1939, 
‘sales which totaled $2,710,674, the 
Dominion Bureau of Statistics reports. 
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G. H. Bass to Award Third 
American Ski Trophy 

Witton, Me.—One of the most sig- 
nificant awards $g’skiing, the American 
Ski Trophy is being donated for the 
third successive year by G. H. Bass & 
Co., manufacturers of Bass Ski Boots 
and other outdoor footwear. It symbol- 
izes, in the form of a silver ski boot, 
the greatest contribution in achieve- 
ment and sportsmanship to the sport 
of skiing during the current season. A 
select board of judges including: Roger 





Alf Engen, of the Sun Valley Ski 
Club, winner of the 1940 CG. H. 
Bass American Ski Trophy. 


Langley, Barre, Mass., president of the 
National Ski Association; Arthur J. 
Barth, Milwaukee, Wis., secretary of 
the Central U. S. Ski Association, and 
Fred H. MeNeil, Portland, Oregon, 
president of the Cascade Ski Club, will 
decide the winner as the season comes 
to a close. The decision of the judges 
is aided by a board of a hundred promi- 
nent ski leaders and sport writers. 

Last year Alf Engen of the Sun 
Valley Ski Club, who came from Salt 
Lake City to become National Class A 
Jumping Champion, was awarded the 
American Ski Trophy. 1939 winner 
and 1940 runner-up, Richard Durrance, 
National Downhill Champion, took 
honorable mention as did Charles Minot 
Dole of New York City. Engen, in addi- 
tion to winning the Class A Jumping 
and American Ski Trophy, was also 
recognized as long ski- jump record- 
holder in 1937 and again in 1939. 

The American Ski Trophy is unique. 
It is an actual Bass ski boot of the 
very latest design which has been heavi- 
ly silver-plated and mounted in silvered 
harness to a ski section and an ebonized 
base. The silver plaque on its side 
bears the inscription: “The American 
Ski Trophy Awarded to .. 
for the greatest contribution to the 
sport of skiing Season 1940-41 by G. M. 
Bass & Co.” 

Who will succeed Engen and Dur- 











Style 43! 
Designed to ft high in 
steps. White, 

Tan or Country Tan ELK 


Flexible Walking Shoe. 
Sizes 3-8 
In Stock 


Easiest to 
Fit 


No factor contributes more to 
your reputation as an authority 
on shoe fitting than to be able 
to fit shoes to other than nor- 
mal feet. In no department is 
this more important than the 
Juvenile. When Mrs. Day’s 
ideals are stocked, you have 
our years of experience, re- 
search and cooperation with 
the medical fraternity behind 
you. For instance, Ideals are 
made on three lasts — for the 
narrow, average and chubby 
feet—with many patterns like 
the above, adapted to the high 
instep. Get the complete story 
of Mrs. Day’s Ideals. You'll be 
surprised to learn what we 
know about the manufacture, 
fitting and selling of little 
shoes. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
DANVERS, MASS. 





























rance this year ..... or will one 
of them repeat in winning the Amer- 
ican Ski Trophy? That question is 
causing considerable debate on many 
slopes and in ski-clubrooms. The award- 
ing of the Bass Trophy, which is recog- 
nized by the New York World Tele- 
gram’s World Almanac as one of ski- 
ing’s highest honors, is eagerly awaited 
by a skiing nation. 





Buys Hickman Store 


INDIANOLA, Iowa — J. C. Hickman, 
operator of a shoe store, here, for the 
past four years, has sold the shoe stock 
to J. Wilbur Jones of Davenport, Iowa, 
formerly with the Sears Roebuck store 
there, for the past four years. 
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32 Firms Bid on 1,600,000 
Pair Army Order 


[CONTINUED FROM PAGE 54] 


Bros. Co., Hudson, Mass., 36,000 at 
$3.37. Allen-Squire Co., Spencer, Mass., 
75,000 at $3.38. A. R. Hyde & Sons Co., 
Cambridge, Mass., 36,000 at $3.38. A. 
G. Walton & Co., Chelsea, Mass., 50,000 
at $3.38. Brown Shoe Co., St. Louis, 
240,000 at $3.38. Philadelphia Shoe and 
Leather Co. (factory at Anneville, Pa.), 
36,000 at $3.39. Leonard and Barrows, 
Middleboro, Mass., 36,000 at $3.39. 
Campbell Shoe Co., Inc., Hagerstown, 
Md., 70,000 at $3.39. Cannon Shoe Co., 
McSherrystown, Pa., 75,000 at $3.43. 
Moose River Shoe Co., Inc., Calais, Me., 
70,000 at $3.445. W. L. Douglas Shoe 
Co., Brockton, Mass., 80,000 at $3.445. 
Suffolk Shoe Co., Boston, 36,000 at 
$3.51. Chippewa Shoe Mfg. Co., Chip- 
pewa Falls, Wis., 36,000 at $3.54. Gen- 
eral Shoe Corporation, Nashville, Tenn., 
50,000 at $3.64. H. H. Brown Shoe Co., 
Worcester, Mass., 40,000 at $3.66. Hol- 
land-Racine Shoes, Inc., Holland, Mich., 
36,000 at $3.67. 





Indiana Travelers Nominate 
New Officers 


INDIANAPOLIS, IND. — The regular 
monthly luncheon meeting was held by 
members of the Indiana Shoe Travelers’ 
February 8 in the Chinese Room, Hotel 
Washington. Preceding the meeting 
with a full attendance, a luncheon con- 
sisting of Kentucky sugar cured ham 
and eggs, hash browned potatoes, hot 
biscuits and all the trimmings, includ- 
ing old fashion apple pie with Wiscon- 
sin cheese for dessert was served. 

After the luncheon there was a short 
business meeting and the election of 
candidates for the coming election in 
April. Ralph Baker, vice-president, was 
nominated for president, R. Grosskoph, 
secretary, Joe Warrender, assistant 
secretary and Herbert Smeltzer, trea- 
surer. 

E. C. Smeltzer, convention manager, 
read the report of the Shoe Buyers 
Week convention which was approved 
and accepted. The reports of the secre- 
tary and treasurer were read and ac- 
cepted. 


Canadian Shoe Production 
At Record High for 1940 


MONTREAL, CANADA— The Dominion 
Bureau of Statistics today reported 
Canada’s production of leather foot- 
wear during 1940 totaled 26,261,088 
pairs, highest output on record. In 
1939, Canada produced 25,438,631 pairs. 

During December, 1940, production 
totaled 2,044,725 pairs compared with 
2,230,387 in the previous month and 
2,208,374 in December, 1939. 

Reports were received from 219 of 
220 factories listed as in operation dur- 
ing December, Quebec had 131 estab- 
lishments in operation while Alberta 
only had one. 
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240 DIFFERENT STYLES 





VOLUME RETAILERS 
STEP UP SALES!!! 
CUT DOWN SALES Cost!!! 





IN 72" x 18" FLOOR SPACE 


RAPID RETAILER, 30 FOURTH AVE, BROOKLYN, NEW YORK 


The New 
“RAPID 
RETAILER “” 
does both! 


Be Modern—Streamline volume 
operation along self-service 
lines—it's the new retail meth- 
od. The RAPID RETAILER 
shows more shoes per square 
foot of floor space. It's new— 
it's unique. It avoids shoe 
scuffing. Put this powerful 
“silent salesman’’ to work by 
increasing customer - contact 
with your merchandise. 

Also ideal for upstairs depts. 
to sell broken sizes .. . and an 
automatic slipper salesman, 


too. 
© 


The RAPID RETAILER is 
shipped di led. A bi 





as easily as a toy. Sturdily built, 
smooth, unpainted. 


410 Net 


F.O.B. Plant 
Discount on Quantities 


* PATENT APPLIED FOR 











Lamp! Named President of 
Pittsburgh Shoe Retailers 


PITTSBURGH, Pa. — At the annual 
meeting of the Pittsburgh Shoe Retail- 
ers Association, held at the Schmidt 





ERNEST LAMPL 


Shoe Store, Ernest Lamp! was elected 
president of the group for 1941. 
Other officers named were Harry Rit- 





ter, first vice-president; Dave Ruben- 
stein, second vice-president; B. B. Mor- 
rison, treasurer, and J. D. Poske, secre- 
tary. 

Jack Guben, Dave Rubenstein, Bruce 
Murphy, Francis J. Lordon, A. J. Dono- 
van and James Simon were named di- 
rectors. 


Manages Main Floor 


Department 


Worcester, Mass. — Bernard Sugar- 
man, previously manager of the shoe 
department of the D. H. Grigham Co., 
Springfield, Mass., is now manager of 
the street floor shoe department at Mac- 
Innes, this city. He succeeded Arthur 
Lanesey, who took Mr. Sugarman’s post 
in Springfield. Murray Goldstein re- 
mains assistant manager of the depart- 
ment. Victor Parent remains manager 
of the basement shoe department at 
MacInnes. 

Mr. Sugarman reports that business 
is running about 20 per cent ahead of 
last year. 


Crewes Named Buyer 
At Tucson Store 

Tucson, ARIz.—Bob Crewes is now 
buyer for the Albert Steinfeld & Co. 
shoe department. He comes here from 
the Bullock downtown store in Los 
Angeles. 
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Remember, Newflex keeps feet smiling. 
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New York Office—Room 430 Marbridge Bldg. 





Smith Shoe Store Plans Move 


Bripceport, CONN.—The Smith Shoe 
Store, now located at 1224 Main Street, 
will move about March 15 to a new 
location at 1198 Main Street. The store 
is owned and operated by Milton Katz, 
former manager of the John Irving, 
New York and Washington, D. C., 
stores. 

Mr. Katz intends to completely reno- 
vate the entire building and install a 
new and modern front. The color 
scheme will be cream and blue with a 
contrasting 16-foot neon sign covering 
the complete upper story of the build- 
ing. The interior will be of all-over 
maple with cream-colored seating. 
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Estimates Increase in ; 
January Shoe Production 


New York — The Tanners’ Council 
estimated that shoe production in Janu- 
ary amounted to 36,500,000 pairs, an 
increase of 7.7 per cent from output in 
January 1940 when production reached 
33,885,000 pairs, according to a release 
issued this week. 

Greater output in January confirmed 
trade reports that active shoe demand 
had compelled expanded shoe manu- 
facturing schedules. Almost through- 
out 1940, production lagged behind the 
trend of retail sales. Currently, there- 
fore, it is believed that shoe inventories 
are moderate and retail volume will be 
reflected in active production. 

Preliminary reports on February 
point to a further gain in spite of the 
shorter month. All manufacturing cen- 
ters are busy and it is stated that de- 
liveries are a matter of foremost con- 
cern. 


Morgan with 
LaCrosse Rubber Co. 


LaCrosse, W1s.—Patrick A. Morgan, 
who has had extensive experience in 
the retail shoe business and has also 
traveled for several shoe firms on the 
road, has recently joined the sales staff 
of the LaCrosse Rubber Mills Company, 
of this city, and is covering Kansas and 
Oklahoma for that firm. 


NEW FLEXIBLE 


2 QORT- OW ow 
Sy “over 
SENSATIONAL TURN 


“Casuals” 











Here are superb, feather- 
weight, super-flexible, hand- 
turned Grover originals that 
are doing a wonderful job 
building repeat business for 
a growing list of dealers. F 
They feature perforated un- be 
lined vamps and are the best 


in Black, Blue, Tan and 
White Evans Brogandi. 


No. 7005 
WHITE BROGANDI 
tm Steck AAAA-C 












4.4. GROVER SHOE 


COMPANY 
67 South St., 








Bonuses to Celebrate Banner Year 





News that 1940 was the most successful 


year in the Company’s history brought 


smiles to the faces of these officers and directors of The Scholl Mfg. Co., Inc., of 


Chicago. Shown in the “candid” shot 


are, left to right, Frank J. Scholl, vice- 


president and managing director; Dr. Wm. M. Scholl, founder and president, and 


D. W. Landon, vice- 


Cuicago, Int.—The photograph 
above, was taken at the recent meeting 
of the Ssholl Mfg. Co., Inc., in Chicago 
when 1940 results were reviewed and 
plans were discussed for making 1941 
an even greater year. 


mt and treasurer. 


Because the directors felt that the ef- 
forts of all employees had contributed 
in a large measure toward making 1940 
the “banner year” it was, they voted 
to reward these efforts with an “Ap- 
preciation Bonus.” Every Scholl worker 
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St. Louis Jobs 


Se 


SHOE BUYERS 


Over samples to 
I 0 oO 0 chose from 
of current novelties, play, and arch 
shoes for men, women, and children. EXCLU- 
SIVE distributors of cancellations, jobs, and 
samples from 15 of St. Louis’ finest and largest 
manufacturers. LONG PROFIT MAKERS and 
SURE-FIRE PROMOTIONS. 
Samples submitted to well-rated accounts. 


M. K. WEIL SHOE CO. 
1326 Washington Ave. St. Louis, Mo. 
“While in Town See Weil” 
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Bowling Shoes 
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PROFESSIONAL 
BOWLING SHOES 


Men's Men's Women's 
Bal Oxford Oxford 





BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts, Philadelphia 





who had been with the organization one 
year or more received a cash bonus— 
a total distribution of more than 
$40,000. 

They view 1941 with great optimism 
and announced an expanded production 
and sales program is already under 
way. 

At sales conventions just concluded 
in Chicago and New York, all salesmen 
were given complete details of 1941 
plans. New developments to be offered 
this year for the first time were un- 
veiled along with complete merchandis- 
ing and promotional plans and mate- 
rials. 

The national consumer advertising 
of Dr. Scholl’s Foot Comfort Remedies, 
Appliances and Arch Supports which 
has been growing unceasingly since the 
company’s formation thirty-six years 
ago, will be continued and broadened in 
appeal. 

Special stress was placed as well 
upon the importance of a greatly ex- 
panded schedule of advertising in trade 
publications. 


L. N. Hatch Joins Colonial 
Tanning Company 

Boston, Mass. — Llewellyn N. 
(“Wally”) Hatch, recognized as an out- 
standing leather expert, recently joined 
the staff of Colonial Tanning Company, 
this city, where he is in charge of a 
new program of sales promotion de- 
signed to bring to the attention of both 
manufacturers and retailers the merits 
of Colonial black and colored patent 
kips and sides, and their full line of 
splits. 


To this work Mr. Hatch brings an ex- 
perience of several years spent in build- 
ing up the sales volume of the Bristol 
Patent Leather Company, for which 
company he covered New York and 
Pennsylvania and contacted agents in 
other shoe manufacturing centers. 
When the Bristol Patent Leather Co. 
and the Keystone Leather Co. merged 
he assumed management of the New 
York office, devoting his attention to the 
sale of Patent and other types of 
leather including Reptiles as produced 
by these companies. 

When this merger was liquidated in 
1933, Mr. Hatch successfully undertook 
promotion work for the John R. Evans 
Company, contacting sales agents and 
branch offices in other shoe centers and 
independent retailers, department stores 
and chain stores in many parts of the 
country, and selling in the South Shore 
territory. 

His wide acquaintance in the manu- 
facturing and retailing fields and his 
intimate knowledge of the problems of 
both will be of great value to him in 
his new connection. 


Enlarge Chicago Office 


CHICAGO, ILL.—Groves Shoe Company 
have recently extensively remodeled and 
enlarged their office and showroom at 
311 W. Monroe Street, this city. 
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Second to None in '41 


$1.40 Per Pair, Net 
M Wide — In Stock 
IMMEDIATE DELIVERY 


SABOT STRAP 
DUTCH BOY 


B 2502—White Maracain 
B 2503—Beige Maracain 
B 2504—Black Patent Lea 
B 2506—-Red Maracain 
B 2506—Blue Maracain 

300 Novelty Styles 

$2.00 and $3.00 
Retailers In Stock 
Samples Submitted on request 


LATEST IN CASUALS 


ROGERS BROS. SHOES, INC. 
216 Lincoln Street 
Boston, Mass. 








HUSTLE 
WITHOUT 
BUSTLE 


We're hustlers when 
the occasion demands 
but we don’t make any 
noise about it. Our serv- 
ice is as cheerful and 
quiet as it is speedy. 


Emil Eitel 
Karl Eitel 
Otto Eitel 


cates 
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Pave the shoes with Newflex Insoles, 
W atch repeat sales swell your bankrolls. 
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Sandals 
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FINE HANDMADE 
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ination cork and leather sole— 
. Available in natural and white. 
wallable. We cater to the fine trade. 





OTSADLS, INC. 
SARAH ST. LOUIS, MO. 
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Compo Pays Dividends 


Boston, Mass. — The Compo Shoe 
Machinery Corp., following a meeting 
held on February 6, declared a dividend 
of $.25 per share on its common capital 
stock and accrued dividends in cash of 
$.62% per share on the $2.50 convertible 
cumulative preferred stock to March 15, 
1941. 

Dividends are payable March 15, 
1941, to stockholders of record at the 
close of business on March 5, 1941. 

A net income of $226,263.23 following 
the deduction for taxes was reported 
in their financial statement for 1940. 


Obituaries 


Sylvester N. Wagner 


PITTsBuRGH, Pa. — Sylvester N. 
Wagner, Sr., well known shoe retailer 
in the eastern market who had been re- 

tired from active 


business, died at 
his home, here, re- 
cently. 


Mr. Wagner was 
born in Sharps- 
burg, Pa., 76 years 
ago. He was head 
of the Wagner 
Bros. Shoe Co., 
here, for many 
S.N. Wagner years. 


He was a member of St. Raphael’s 
Church, the Holy Name Society and the 
Fourth Degree, Council 972, Knights of 
Columbus, and treasurer of the St. Vin- 
cent de Paul Society. 

A son, Sylvester N. Wagner, Jr., 
operates the Wagner Family Shoe 
Store, on Carson Street, this city, and 
another son, Myron H., operates the 
Myron Wagner Store, here. 

Besides these two sons, Mr. Wagner 
is survived by two other sons, both 
priests, Father Cyril Wagner, who left 
his mission post in China when he 
heard of his father’s illness and reached 
Pittsburgh in time to sing the requiem 
mass for his father, and Father 
Anthony Wagner, pastor of St. Alo- 
ysius Church, Bishop’s Creek, IIl., as 
well as three daughters, Mrs. Joseph 
Kleber, Mrs. Staniey Hertwick and 
Sister Lucina, of St. Francis of Alli- 
ance, Neb., his widow and 13 grand- 
children. 


~\ 





Mrs. Anna Cohen 


BINGHAMTON, N. Y. — Mrs. Anna 
Cohen, 50, wife of M. S. Cohen, owner 
and operator of the Parlor City Shoe 
Company, the Triple Cities Shoe Co., 
Johnson City, and the Endicott Shoe 
Co., Endicott, died recently at the City 
Hospital. 

In addition to her husband, Mrs. 
Cohen is survived by three sons and 
four sisters. 

Funeral services were held from her 
home, 19 Pine Street, with interment 
in Riverside Cemetery. 





Effective Display 
At Modest Cost 


JACKSONVILLE, TEXAS—Ed C. White, 
who operates a leased shoe department 
in the William Vejans women’s and 
men’s apparel store, recently had a 
window display of early Spring shoes 
which has attracted a great deal of at- 
tention. The idea was original with 
Mrs. White, and the fact that it was 
designed to promote white shoes in the 
rainy season make it quite unusual. The 
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SAVE SHOES 


AND YOUR REPUTATION 














Recommend the proper cleaner 
for the shoes you sell 


WHITE KID—CALF 


are white, soft and shiny—use 


CAVALIER KID & CALF DRESSING 


Cleans—whitens, gives bright lustre 


WHITE BUCK—SUEDE—BUCKO 


has soft white velvety nap—use 


CAVALIER BUCK-SNO 


Cleans—whitens, leaves nap fluffy 


WHITE ELK—CHILDREN'S SHOES 


Firm, strong with dull lustre—use 


CAVALIER LEATHER RENEW 


Imparts new surface—won't rub off 


WRITE FOR ADDITIONAL DATA TO 
CAVALIER CO. BALTIMORE, MD. 


























display was very effective in actual re- 
sults and was produced at a very 
moderate cost. 

The floor of the window was covered 
with a moss cloth that cost 85c. a 
square yard. A picket fence was built 
of corrugated paper, costing $2.50. 
Artificial flowers cost $3.50 and the logs 
and stumps used to produce a tree 
decoration brought the total up to $13. 

Mr. White believes that windows are 
among the most valuable sales and 
publicity media in a small town. He 
spends most of his advertising ap- 
propriation in this manner. 





Shoe Men Invited to Show 
Shoes at Chiropodists’ Meeting 


Detroit, MicH.—Michigan shoe men 
will have an opportunity to display 
health shoes without cost in an exhibit 
at the Michigan Chiropodists’ Associa- 
tion Convention. The event will be held 
in Detroit May 3-4-5, and an invitation 
to the shoe trade is being extended 
through Dr. Morton Hack. 


Thom McAn Advances Price 
Of Women’s Shoes 


New YorK—Thom McAn stores have 
marked up women’s Spring shoes, from 
$3.35 to $3.45 a pair, an increase of 
ten cents, after earlier marking up 
men’s shoes from $3.35 to $3.40. 
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OF OUR “BABY” 


Lo-Baby 


for casuals and play shoes 


Hi-Baby 


i 


re fy 
~ 
| 


fl 


im street and dress shoes 


A Daetseh & Woodward Original .. . 


The quest of shoemen for years and years has been to 
hold the shape of a last constant through the ages— 
from baby to lady. Well, our model maker took a baby 
last and carried it along up into the realm of women’s 
feet—and lo, a miracle occurred—the natural forepart 
became the fashionable forepart. 


We registered the new wood by trade presentation in 
the Boot and Shoe Recorder January 16, 1941 — thus 
authenticating its origination by us in actual shoes, sell- 
ing at that moment in Burdine’s, Miami. So the public 
responded — and today’s most talked about last in 


Two Models from BURDINE’S, MIAMI 


America is a creation by D. and W. — Daetsch & 
Woodward. 

Well, the same organization that created “baby” is the 
only one capable of raising it—in sizes and widths and 
in proper proportion—an art we think is exclusively 
ours because it has made Lo-Baby a sweet seller in 
casuals and play shoes and our Hi-Baby the smartest 
thing in dress shoes. 

Once you see the last you rave about it—once you buy 
the shoes on it you crave more—and once the women of 
America wear "em they positively behave like babies- 
it’s so satisfyingly comfortable. 


Proper Proportioning Is a D. & W. Skill 


DAETSCH & WOODWARD, or = 


ONE MAIN STREET 
589 Essex St., Lynn, Mass. 


Designers and Originators » Superior, Smarter, Styles 


Mississippi Valley Last Co., 5505 Margaretta Ave., St. Louis, Mo. 


BROOKLYN, N. Y. 
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SALESMEN WANTED 


FOR LEASE 


POSITION WANTED 





S HOE SALESMEN to handle world’s finest 
line of white shoe dressings. Want only men 
ve known and well established in their terri- 

ories. Give complete information teo—HOUSE 
OF FAYRIN, Louisville, Kentucky. 


EPRESENTATIVE WANTED to sell com- 
line of popular- qriead beach and 

or California, with residence in 

An or San Francisco. Give full in- 
formation in first letter. Address $59, care Boot 
HE og 3 Reeder, 10 East 42nd Street, New 


S ALESMEN WANTED to carry our in stock 
line of prewelts, stitchdowns and house slip- 
pers, Territories open West Virginia, Kentucky, 
Tennessee, Eastern Pennsylvania, Delaware and 
Eastern Shore, Maryland. Straight commission 
basis. To be carried as a side line with a 
aon cones concern. Address $61, care Boot 
& Sock = en 100 East 42nd Street, New 
or’ 


Cas Side Line, Commission Basis, Com- 

plete Jobber’s Line House Slippers, Sandals, 
Plates Address %62, care Boot & Re. 
corder, 100 East 42nd Street, New York, N. Y. 


SIDELINES SALESNEN with ESTABLISHED 
OLLOW PREFERRED for COM 


PL ETE NATIONAI LY ADVERTISED line 
ATHL. ETIC FOOTWEAR, RIDING BOOTS. 
ASEBALL, GOLF SHOES, WORK, and 
MILITAR RY BOOTS AND SHOES, MOC. 
ay peel - many other ITEMS featured 
alog. NEW YORK, NEW JER 
SEY, PENNSYLVANIA some SOUTH 
and WESTERN STATES STILL OPEN: 
STRAIGHT COMMISSION TO START. 
Address 253, care Boot & Shoe Recorder, 104 
East 42nd Street, New York, N. Y. 

















SIDE LINE SALESMAN WTD. 





SSyEn f fixtured shoe stores. 100% locations 

Pennsy!vania, New Jersey, North Carolina 
& Virginia. Lauber Co., Inc., 225 W. 34th St., 
New York City. 





BUSINESS OPPORTUNITY 








PREPARE YOURSELF FOR 
BIGGER EARNINGS 


Are you satisfied with your present 
position and income OR do you want to 
get ahead in the shoe business? 


Hundreds of young men and women 
are studying at home for the better 
positions paying from $2,500 to $5,000. 


For information on how you can in- 


crease your earnings or the profits in 
your store WRITE 


316 N. Sth St., St. Louis, Mo 











SELLS ON SIGHT 
SIDELINE 


It's new, it’s different ... with 
sales-appeal punch at $1 retail. The 
only sceck-and-sandal combination 
for women and children (with 
tented features) for beach and 
walk. Gay, colorful, water- 
proofed, washable. Uniquely pack- 
aged in cellophane. Exclusive terri- 
tories now open to men showing 
non-conflicting lines to department 
stores and shoe chains. Write full 
particulars: type of stores you call 
on, territory covered, references. 








SOX-SLIPR, 
10 Tremont St., Boston, Mass. 








FOR RENT 








LINE WANTED 


LINE WANTED FOR WEST COAST. Well 
known salesman who has covered territory 
from Denver to the Pacific Coast for many years 
representing women’s and children’s better grade 
shoes is desirous of securing a line for the com- 
ing season. This salesman is held in highest 
regard by the most important buyers in Far 
Western territory; is an — yy? worker, 
and has always obtained results his manu- 
facturers. Best of references furnished. For 
further details address 254, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 


LINE WANTED: : By highly aera os ae. 

man; est rginia, 
Virginia, North i South Fonte. OB 
258, care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 

















PARTNER WANTED 


PARTNER WANTED for well known quity 
comfort shoe shop, Essex County, New 
sey. Gentile. Must have $3, Address 56, 
care Boot & Shoe Recorder, 160 East 42nd St., 
New York, N. Y. 








FOR SALE 





NEW BOCEELLS, NEW YORK, 502 Main 
S $ tore; 100% location; Ideal 
for shoe store; Reasonable rent. William Kusche, 
Owner, 95 Locust Avenue. 





350 PAIRS Men’s sport Shoes, all_ sizes. 
ob lot 


Carried over from last season. 
tice $165.00. Fortune Shoe & Hat Shop, 
ackson, Miss. 





GGRESSIVE MANAGER, Age 34; ten years’ 

experience, now merchandising $65,000 vol- 
ume family shoe d ment. Available at once. 
Address $60, care t & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





ETAIL ro er “aba yp thoroughly experi- 

enced in all phases of style shoes and acces- 
sories in medium price range. 34 years of age; 
family man; 16 years retail shoe experience; 
12 years with present employer in capacity of 
manager and assistant buyer. ire position 
with possibilities of future advancement. Will 
go anywhere. Address $57, care Boot & Shoe Re 
corder, 100 East 42nd Street, New York, N. 





S HOE Buyer—Of sales promotional ability 

wishes to make change. Well versed in 
modern merchandising systems, knows markets. 
Wants Department store or chain connections. 
Address 255, care Boct & Shoe Recorder, 209 
So. State St., Chicago, II. 








MERCHANTS’ NEEDS 








SUMMER'S OLD SOILED 
SHOES MADE SALABLE! 


Any discolored, yellowed or shop-worn 
whites (excepting fabrics or bucks), 
RE-COLORED SNOW WHITE by 
NEW PROCESS. 35¢ per pair. 


WHITE LEATHER RESTORERS 








305 SEABREEZE, DAYTONA, FLA. 




















WANTED TO PURCHASE 








BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


Poy 8 ae 2 oe shoe stocks. 
Write, wire or — 
ARSH & CEASAR 


B. 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 














all other classified advertisements 
cumber fo desieed twelve weeds cheuld be added fer the eddcess. In 


all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


is payable in advance. 
for this page must be in our New York office on Friday of the week preceding publication. = 


the rate is 7 cents per w 
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Pg ie Seat eetanne &S cents per word for all a gin ge i meng ee 


Mini 
am charge, $1.25. 
all other cases each word of the 

















amamrAannane & «as 


oa om 


or -*. 


Bere TH I 


orPrse<i.*? 








BOOT annv SHOE RECORDER, February 22, 1941 





WANTED TO PURCHASE 








WE BUY 
holesa 


IBVIE ie. BUBIN 
“The Hi of Jobe” 
88 Reade iy Cor. Charch 
Phone Barclay 7-7887. New York City 








SHOE STORES WANTED 


A. L. BARIS, gg 


BARIS SHOE CO., INC. 
79-81 Reade St., New York 
Unusual references on request. 








Buyers of Surplus Stocks 


oe en oe ie Se me 6 am 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 





Phone WOrth 2-5377 and 5378 














Send 5 Barrels of Shoes 


CHATTANOOGA, TENN.—Five barrels 
of shoes, collected at Miller Bros. de- 
partment store, have been sent to New 
York for shipment to suffering hu- 
manity in war-torn England. 

A large barrel placed in Miller Bros. 
shoe department calling attention to 
the need of the British refugees brought 
a prompt response, and in two weeks’ 
time five barrels of shoes had been col- 
lected. Radio Station WAPO and the 
Chattanooga News-F ree Press aided in 
calling attention to the drive. 

The contribution consisted of every 
type shoe from heavy “brogans” to 
dainty creations. Many pairs of expen- 
sive slippers were placed in the barrel 
as well as bundles of warm clothing, 
some obviously having already made 
one trip across the Atlantic from fallen 
France. 

Boots, overshoes, rubbers and ga- 
loshes were placed in the barrel both 
for men, women and children. 

The shoe collection at Miller Broth- 
ers is being handled by E. P. Schle- 
singer, manager of the shoe depart- 
ments, with J. L. McCollum sponsoring 
the collection in the men’s shoe depart- 
ment. 


Named Shoe Manager 
And Buyer 


ZIon, Itut.—Wayne T. Schatz has re- 
cently been appointed manager and 
buyer of the shoe department at the 
Zion Industries, Inc., store, here. 

Mr. Schatz was formerly manager of 
Roberts Shoe Stores, Inc., of Racine and 
Kenosha, Wis., and has been connected 
with the retail shoe business for the 
past 13 years. 

The Zion department features high 
grade shoes. 











MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 





TLL AY IDE 

hoe Re Shar ng Uevices 
bat Alter Shoes to Fit 
7" Ss Abnormal Feet 


ke the necesso 





Association Replies to 
Army Shoe Charges 


[CONTINUED FROM PAGE 53] 


statements, and, under date of Feb. 5 
over the signature of its Executive 
Secretary, Maxwell Field, addressed a 
letter to Mr. Connery, who had it in- 
serted in the appendix of the Congres- 
sional Record dated February 13. The 
letter said in part: 

“What authority have you for the 
statement that ‘the little fellow does 
not even get consideration?’ The facts 
are that since last September more shoe 
manufacturers have received some gov- 
ernment business with each shoe order 
—eleven in September, twenty-two in 
October and twenty-five last December. 
In this last order 16 companies are 
from New England and the 1,155,000 
pairs of shoes they received through 
fair open bids represent many weeks’ 
work for the thousands of workers they 
employ, and for many more thousands 
employed in our Massachusetts’ leather 
tanning and allied industries. And as a 
matter of fact, one of the smallest com- 
panies able to produce Army shoes par- 
ticipated in this last award—the Shelby 
Shoe Company of Salem, in your own 
district. 

“The innuendo about Mr. Murphy is 
entirely unwarranted. He is one of the 
most respected, ablest and fairest mem- 
bers of our ‘industry and his recent 
appointment met with the approval of 
everyone in the trade. Furthermore, 
Mr. Murphy in his present position has 
no authority to make purchases or ap- 
prove prices for any purchases which 
the War Department may make of 
army shoes.” 

If anything further were needed to 
refute Congressman Connery’s charges 
than the above letter of Mr. Field, it 
may be found in a comparison of 
awards made last December, when 
1,840,000 pairs of service shoes were 
bought by the United States Army, 
with the bid opening on February 17 on 
an additional quantity of 1,600,000, 
which is likely, by the way, to be raised 
to 2,000,000 pairs by the time the 
awards are announced. 








BRANNOCK SHOE- 
FITTING SYSTEM 
4 INCREASE REPEAT SALES 
Satisied customers return 
2 ATTRACT NEW CUSTOMERS 
One tells others 
3 SAVE % OF FITTING TIME 
Cut down try-ons 
Write for Deseriptive Felder 
shoe factori 











THE 


In December the four companies (In- 
ternational, Brown, Herman and Endi- 
cott-Johnson), which seem to have 
incurred the congressman’s displeasure, 
shared in contract awards totalling 
507,000 pairs, or about 27 per cent of 
the total quantity. The highest price 
received by any one of these companies 
was $3.32. Twenty-one other compa- 
nies, representing 84 per cent of the 
total number participating in this huge 
order, received prices higher than did 
these four—prices ranging from $3.32 
to $3.45. Furthermore, they received 
orders, in many cases, to make quanti- 
ties about 25 per cent higher than those 
quantities on which they bid, because, 
after asking for bids on 1,500,000 pairs, 
the army increased the quantity to 1,- 
840,000 pairs and pro-rated the increase 
among the successful bidders. 

Although contracts have not been 
awarded as the result of the bidding on 
February 17, it seems obvious that the 
same four concerns will be found to 
have obtained, when awards are an- 
nounced, about the same percentage of 
the total as in December. 


Store Improvements 
Help Business 


WorCESTER, MAss.—Improvements to 
the shoe departments at Denhom & Mc- 
Kay Co. have materially helped busi- 
ness, according to L. J. Hand, depart- 
ment manager. A color scheme of coral, 
tan and natural wood has replaced 
darker wood finish, six new display 
cases have been installed and new 
chrome and leather chairs have been 
put in. The women’s department now 
has 60 chairs while the children’s sec- 
tion has 24 chairs. 

Mr. Hand anticipates a good Spring 
business, with pumps and step-ins ex- 
pected to sell well with blacks, browns 
and blues in that order of preference. 
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DR. POSNER'S. 


NOW IN STOCK 


We carry a complete service of 
Dress, Sports and Casual Foot- 


here are representative. 
Order these, styles now - - or write 
for complete brochure. 


2.85 


SENECA 

(above) 4529%—All over Luggage 
Tan in Finish 

Sole and 10 


JOYCE 

(above) 9316—Saddle Oxford in 
White Elkskin with Brown Calf 
Saddle. Available in six other 
Saddle combinations shown in 
brochure. Red Rubber Sole and 


Heel. 


33.35 


BLANCHE 

(above) 3926% — Patent Leather 
Elasticized Step-in with Black 
Gabardine. Also in Blue Calf with 
Blue Gabardine. 

*Teen-types carried in all sizes 
from 3¥%2 to 9—Widths AAA to C. 





Ton pd 


wear'ol which the 3 styles shown Ly 
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‘ $ * BooTs AND SHOES 


Peers dein MFG. coy , Philadelphia, Pa 
SHOE COMPANY Louis, Mo 
NNaL. M., SHOE CO., Braintree Mass 
COON, W. B. CO. Rochester, N. Y 
TERRY CORP., Lynchburg, 
CO., Rochester, N. Y 
IN CORP., Endicott, N. Y 


SHOE CO., Mt. Joy, Pa 
co., Holliston, Mass. 


SHOE SHOPS, INC., Danville, Il 
S SHOE CORP., New York City 
IDEAL BABY SHOE CO., Danvers. 


Cc 

PETERS COMPANY, St. Leaks, Mo 
POSNER, . A., SHOES, INC. New York City 

UEEN QUALITY SHOE CO., > Louis, Mo 

OBERTS-HART, INC., Keene, N : 
ROBERTS, HINSON & RAND, St. Louis, Mo 
ROGERS 'OS., SHOES, INC. Boston, Mass. 
SACO-MOC SHOE CORP. Portland, Me 
SUPERIOR SHOE CO., Chicago, Ill 
TAYLOR, E. E.. CORP., Boston, Mass. 
TRIMFOOT COMPANY, St. Louis, -Mo. 
WEIL, M. K., SHOE CO., St. Louis, Mo 
WINTHROP SHOE COMPANY, St. Louis, Mo 


LEATHER AND OTHER MATERIALS 


ALLIED KID COMPANY, New York, Boston, Philadelphia 

AMALGAMATED LEATHER COS. Wilmington, Del. 

AMERICAN HIDE & LEATHER CO., Boston, Mass 

COLONIAL TANNING CO., Boston, Mass 

EINSTEIN, J., INC., New York City 

EVANS, JOHN R., & CO., Camden, N. J 

GALLUN, A. F.,. & SONS CORP., Milwaukee, Wis 

KIEFER, EDGAR S., TANNING CO. Grand Rapids, Mich 
E,W. oc ccc mcccccseceseccoseccocce 2, 3 
OHIO LEATHER CO., Girard, Ohio 3: 
RICHARD YOUNG CO., New York City 

SURPASS LEATHER CO., Philadelphia, Pa 

ZIEGEL EISMAN CO. Boston, Mass. 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


BROWN COMPANY, New York City 

CAVALIER CO. Baltimore, Md. 

DAETSCH & WOODWARD, Brooklyn, Mass 

DEWEY & ALMY CHEMICAL CO., Cambridge, Mass 
EVERETT & B ON CO., gage R. I 
GOODYEAR 

Il T.-S, CO., 

UNITED FAST 

UNITED SH 


BRANNOCK 9 
DUNDE SHO 
RAPID RETA 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Pa 
BISMARCK HOTEL, Chicago, Ill. 
KIRSCH-BLACHER CO., INC., New York City 
MARBRIDGE BUILDING, New York City 
POLACHEK, Z. H., New York City 

RUBIN, IRVIN, New York City 











